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ABSTRACT 
 
Over the years, there has been an increased research interest in the field of family 
business because of the entrepreneurial potential of these businesses, as well as their 
potential to outperform non-family businesses. However, a lack of longevity and a lack of 
transgenerational success has hindered the potential of family businesses. The widely 
recognised Successful Transgenerational Entreprenuership Practices (STEP) framework 
highlights that eight familiness resource pools influence performance outcomes and 
ultimately the transgenerational potential of family businesses. These eight family 
resource pools are: leadership, networks, capital, decision-making, culture, relationships, 
governance, and knowledge. 
 
Given the lack of knowledge that exists concerning the nature of familiness resource 
pools among family businesses in a developing country context, the purpose of this study 
was to investigate the familiness resource pools of two South African family businesses, 
so that the nature of these pools in a developing country can be described and potential 
sources of heterogeneity highlighted. Specifically, the study analyses these familiness 
resource pools as a source for creating value across generations and enhancing the 
longevity of family businesses.  
 
The study followed the research methodology guidelines and protocols of the global 
STEP project by adopting an interpretivistic paradigm and a qualitative methodological 
approach. The case study methodology was used, and two successful multigenerational 
family businesses operating in the South African automotive industry were selected by 
means of criterion sampling. The data was collected by undertaking personal interviews 
with key members of these family businesses, and the data analysis involved undertaking 
deductive content analysis using Atlas.ti and a comparative analysis. 
 
The findings of this study suggest that the familiness resource pools among family 
businesses in a developing country are similar in some respects to those of family 
businesses in a Western context. However, they differ in other respects, and differ from 
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each other. As such, the existence of heterogeneity in family businesses and particularly 
among the familiness resource pools, is confirmed. The findings also identify several 
similarities and differences between the extant literature and real world evidence 
concerning the nature of the familiness resource pools in family businesses. In general, 
they suggest that real world evidence is often similar to that reported in extant literature 
with only some discrepancies being identified. 
 
The current study provides a better understanding of the nature of the familiness resource 
pools in a developing country, and has enhanced the knowledge of family businesses in 
this regard. In describing the eight familiness resource pools of two successful South 
African family businesses in the automotive industry, this study provides valuable insights 
into the nature of the resource pools of successful family businesses in a developing 
country context and highlights their heterogeneity. The findings also prove of value to the 
participating family businesses, because by highlighting shortcomings and differences 
between them, changes and improvement can be made where necessary.   
 
KEYWORDS: family business, transgenerational potential, familiness, resource pools, 
heterogeneity  
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CHAPTER 1 
 
INTRODUCTION, PROBLEM STATEMENT AND SCOPE OF THE STUDY 
 
1.1  INTRODUCTION AND BACKGROUND TO THE STUDY  
          
Several studies claim that family businesses outperform non-family businesses (Memili 
2015:425; Rettab & Azzam 2011:625; Pindado, Requejo, De & De La Torre 2008:6). 
These studies contend that family businesses possess unique resources and capabilities 
that non-family businesses do not. It is these resources and capabilities that provide 
family businesses with a competitive advantage (Julian 2011:418; Habbershon, Nordqvist 
& Zellweger 2010:16). The studies supporting these claims are embedded in the 
resource-based view (RBV) theory of a firm. The RBV theory argues that “businesses are 
able to outperform others if they can develop valuable resources or capabilities which 
cannot easily be imitated or substituted by their competitors” (Teece, Pisano & Shuen 
1997 in Kraus, Harms & Fink 2011:35).  
 
In the context of family businesses, the construct “familiness” has been coined to describe 
the unique resources and capabilities that exist in family businesses. This construct has 
its foundation in the RBV of the firm, which is particularly relevant to family business 
research because the “family involvement is said to create capabilities that are difficult to 
duplicate and substitute” (Kraus et al. 2011:41).  
 
Familiness describes the internal capabilities and resources of family businesses  as  
resource pools, and identifies eight different categories. These eight family resource pools 
are: leadership, networks, capital, decision-making, culture, relationships, governance, 
and knowledge. Familiness suggests that each of these resource pools is a “unique set 
of resources of the family business which arise from the interactions between the family 
system as a whole, the individual family members, and the business itself” (Habbershon 
& Williams 1999:11). It is argued that these interactions lead to hard-to-duplicate 
resources and capabilities that give family businesses a competitive advantage, and 
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make them particularly suited for survival and growth (Kraus et al. 2011:36; Habbershon, 
Williams & MacMillan 2003:451). The notion of familiness, or hard-to-duplicate resources 
and cababilities, is an important contribution to the development of a theory of the family 
business (Chrisman, Chua & Sharma 2003:7).  
 
The widely recognised Successful Transgenerational Entreprenuership Practices (STEP) 
framework highlights how these familiness resource pools influence performance 
outcomes and ultimately the transgenerational potential of family businesses (STEP 
Academic Information Packet 2013). This framework enables family businesses and 
researchers to gain insight into how entrepreneurial processes transcends across 
generations and explains the transgenerational nature of the family business (STEP 
Academic Information Packet 2013). The STEP framework also identifies the 
entrepreneurial orientation (EO) of the family business which influences transgenerational 
potential. However, EO is a well-researched construct among both family and non-family 
businesses (Wales 2016:3; Le Roux & Bengesi 2014:17–18; Muchiri 2013:9–10) and is 
thus not the focus of the current study. 
 
It is familiness (resources and capabilities) which distinguishes family businesses from 
non-family businesses, as well as between family businesses themselves (Weismeier-
Sammer, Frank & Von Schlippe 2013:172). In recent times, researchers have expressed 
concern that family businesses should not be regarded as homogeneous entities. As a 
result, an increasing awareness of the heterogeneity of the family business population 
has occurred, and several calls have been made to investigate the heterogeneity of these 
businesses (Hernandez-Linares at el. 2017:11; Dekker, Lybaert, Steijvers, Depaire & 
Mercken 2012:82).  
 
“Family businesses differ in terms of family involvement, legal form, age, size, scope, and 
industry” (Melin, Nordqvist & Sharma 2014; Kraus et al. 2011:41; Chrisman et al. 
2003:10), and scholars in the field argue that more in-depth, qualitative research is 
needed to better understand the complexities associated with family businesses 
(Nordqvist & Zellweger 2010). It is suggested that family business scholars should remain 
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aware of the diversity of family businesses when designing their research studies (Melin 
et al. 2014) and that they should clearly describe the segments of these businesses that 
they are investigating (Melin et al. 2014; Kraus et al. 2011:35; Chrisman et al. 2003:10). 
Investigating the heterogeneity of family businesses in terms of the familiness resource 
pools thus justifies further research attention. 
 
Against this introduction and background, the problem statement and purpose of the 
current study is presented. 
 
1.2 PROBLEM STATEMENT   
      
Over the years, there has been an increased research interest in the field of family 
business because of the entrepreneurial potential of these businesses as well as their 
potential to outperform non-family businesses (Irava & Moores 2010:131). However, a 
lack of longevity and a lack of transgenerational success has hindered the potential of 
family businesses (Corbetta & Salvato 2012:16; Chirico & Salvato 2008:170) 
 
As highlighted in the introduction, the eight familiness resource pools identified in the 
STEP framework, influence the performance outcomes of family businesses, and 
ultimately, their transgenerational potential and success. Even though research regarding 
familiness has increased in popularity in the field of family businesses, there remains a 
need for additional studies to further strengthen, support and supplement current theories 
associated with these familiness resource pools (Zellweger & Sieger 2012:69; Irava & 
Moores 2010:132; Zellweger, Eddleston & Kellermanns 2010:61). In addition, research 
on the familiness resource pools in developing countries is limited and no sound evidence 
of best practices for family businesses operating in these countries has been identified or 
supported (Welter, Ramachandran, Discua Cruz, Fang & Basco 2016:1; Jarvenpaa & 
Leidner 1998:345). A better understanding of familiness resource pools in developing 
economies provides an opportunity to broaden the knowledge of family businesses 
(Guillen 2000:368).  
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In summary, a lack of knowledge exists concerning the nature of the familiness resource 
pools among family businesses in a developing country context. With this problem being 
stated, the purpose of the current study is given below. 
 
1.3  PURPOSE OF THE STUDY        
 
The purpose of this study is to investigate the familiness resource pools of South African 
family businesses so that the nature of these pools in a developing country context can 
be described and potential sources of heterogeneity highlighted. More specifically, the 
study describes the nature of these familiness resource pools as a source for creating 
value across generations and enhancing the longevity of family businesses. As such, the 
current study responds to calls for increased studies on family businesses in developing 
countries, and also seeks to contribute to the debate on the heterogeneity of family 
businesses. 
 
This study combines the theoretical framework of the STEP project with evidence 
obtained from two case studies, to understand the role of familiness resource pools in 
creating value across generations and ultimately contributing to the long-term survival of 
family businesses in developing countries.  
 
1.4 RESEARCH OBJECTIVES  
 
The following section highlights the primary and secondary research objectives of the 
study. 
 
1.4.1 Primary research objective 
 
The primary objective of this study is to provide insight into the familiness resource pools 
of family businesses in a developing country context.  
 
 
5 
 
 
1.4.2 Secondary research objectives     
 
In order to address the primary objective of this study, the following secondary objectives 
(SOs) have been formulated: 
 
SO1: To examine the extant literature on the familiness resources pools and to 
describe the nature of these eight pools in general and in the family business 
context in particular.  
SO2: To identify and describe the eight familiness resource pools of two family 
businesses operating in the South African automotive industry. 
SO3:  To compare the eight familiness resource pools of the two family businesses 
so that the highlighting any existing heterogeneity. 
SO4: To compare the family resource pools of the two South African family 
businesses to the extant family business literature.  
 
1.4.3  Methodological research objectives      
 
The following section identifies the methodological objectives (MOs) of the study: 
 
MO1: To undertake a theoretical investigation on the familiness construct, the STEP 
framework and its underlying theories, the eight familiness resource pools, and 
the heterogeneity of family businesses. 
MO2: To determine the appropriate research design and methodology for addressing 
the identified research problem and research objectives. 
MO3: To undertake an empirical investigation into two South African family 
businesses in order to describe and compare the eight familiness resource 
pools in a developing country context. 
MO4: To provide recommendations, based on the findings of the study, which could 
assist family business owners to ultimately improve the long-term success of 
their family businesses in developing country contexts. 
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1.5 RESEARCH QUESTIONS 
 
Based on the purpose and objectives of the current study the following research questions 
(RQ) are formulated. 
 
RQ1: How do each of the familiness resource pools, as described in family business 
literature, manifest within the family businesses investigated? 
RQ2: Do the familiness resource pools differ among the family businesses 
investigated? 
RQ3: How do the familiness resource pools in the participating family businesses 
compare to the extant family business literature? 
RQ4: Do the familiness resource pools investigated contribute to explaining the 
heterogeneity among family businesses? 
 
1.6 RESEARCH DESIGN AND METHODOLOGY 
 
This section provides a brief discussion of the research design and methodology adopted 
for the current study. The two categories of research, namely the secondary and primary 
research, are described and the trustworthiness and ethical considerations for this 
research study are briefly examined.  
 
1.6.1 Literature review (secondary research) 
 
A comprehensive literature review is undertaken in order to investigate the construct of 
familiness among family businesses in general. The literature review also elaborates on 
the nature of the eight familiness resource pools in the family business context. Moreover, 
the literature review discusses and highlights the concept of heterogeneity in family 
businesses. In order to undertake the literature review, journal articles, textbooks, and 
existing theses and dissertations on the topic were consulted. The study makes use of 
search engines such as Google and Google Scholar, as well as journal databases such 
as Emerald, EBSCO host, SAGE and Sabinet, to identify extant literature relevant to the 
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current study. The library facilities available at the Nelson Mandela University were used 
to access these national and international databases. 
 
1.6.2 Empirical investigation (primary research) 
 
This section describes the proposed empirical investigation, briefly describing the 
secondary and primary data collection, highlighting the research paradigm and research 
approach, the case study methodology and the sampling and data collection processes 
adopted.  The data analysis procedures are described as well as the measures taken to 
ensure trustworthiness and several other ethical considerations were adhered to. A more 
detailed explanation and description of the aforementioned is given in Chapter 4.  
 
1.6.2.1 Research paradigm and research approach 
 
Paradigms are referred to as research traditions or worldviews (Du Plooy-Cilliers, Davis 
& Bezuidenhout 2014:19; Schwandt 2001). A paradigm is described as “a cluster of 
beliefs and dictates in which way a certain discipline should be studied, how research 
should be done and how results should be interpreted” (Du Plooy-Cilliers et al. 2014:19; 
Chilisa & Kawulich 2012:1). There are two traditional paradigms associated with research. 
According to Antwi and Hamza (2015:217), the first paradigm is the positivist paradigm 
which is associated with a quantitative approach to research; it “is concerned with 
exploring social reality by adopting scientific methods and uncovering the truth and 
presenting it by empirical means”. The second paradigm, the interpretivist paradigm, is 
linked to a qualitative approach to research. The interpretivist paradigm can be explained 
as “understanding the world as it is from the subjective experiences of individuals or to 
understand phenomena through the meanings that individuals allocate to them” (Antwi & 
Hamza 2015:217).  
 
Because of the nature of the current study, an interpretivistic paradigm and qualitative 
methodological approach was adopted. This methodological approach enables the 
researcher to draw subjective inferences from the cases investigated. Additionally, the 
8 
 
 
STEP project is based on a qualitative methodological approach and this study adopts 
the STEP project research methodology guidelines and protocols.  
 
1.6.2.2 Case study methodology 
 
The case study methodology was adopted in this study. This methodology is qualitative 
in nature and is used when “research is located in a bounded entity, in a specific space 
or place or in a particular incident” (Quinlan 2011:182). The case study methodology 
allows for an in-depth investigation of a phenomenon within its context using a variety of 
data sources (Quinlan 2011:182; Baxter & Jack 2008:543). In its true essence, the case 
study methodology explores and investigates a contemporary phenomenon within its real 
life context (Zainal 2007:2; Yin 1984:23). The case study methodology is characterised 
by its descriptive nature, narrow focus, the combination of subjective and objective data, 
and its process-orientated approach (Willig 2001:134–135).  
 
By using the case study methodology, the current study seeks an in-depth understanding 
of the nature of the familiness resource pools in a developing country context, and more 
specifically within the automotive industry. Given the various calls to undertake further 
and more in-depth studies on family businesses in developing countries as well as to 
investigate the heterogeneity of theses business, the case study methodology was 
considered most appropriate (Nordqvist & Zellweger 2010).   
 
1.6.2.3 Sampling and data collection 
 
The sampling technique and the data collection methods adopted in the current study are 
dictated by the research protocols of the STEP project. These guidelines ensure that all 
researchers participating on the research project worldwide follow the same set protocols 
and that each study focuses on the various components of the STEP framework as 
intended. Based on the guidelines of the STEP project (Nordqvist & Zellweger 2010), the 
sampling criteria and technique used to identify the participating family businesses is 
detailed in Section 4.3.5 of Chapter 4.   
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In the current study, two family businesses that meet the specified criteria were selected 
to participate. The family businesses selected both operate in the automotive industry 
and are at the same family life stage. The reason for choosing this industry was its 
importance to the future of manufacturing in South Africa and for the source of 
employment it provides to the country (Cokayne 2017; Le Guern 2017; Naude 2013:407). 
Additionally, by investigating cases in the same industry and at the same family life stage, 
the researcher wished to ensure that the external mediating factors were kept as 
consistent as possible for both businesses.    
 
In order to collect the data, the empirical investigation involved undertaking personal 
interviews with key members of the family businesses. Interviews, as a means of 
collecting data, are well recognised as an effective means to reach a target audience.  
Interviews allow the researcher to examine how the participants interpret their everyday 
roles within the business (Pettigrew 1997:337). Interviews allow for the collection of 
factual data and enable the researcher to conduct a comparison between the two family 
business cases in order to achieve the objectives of the study (Hesse-Biber & Leavy 
2006:125; Creswell 1998:124). In line with the guidelines of the STEP project, five or more 
interviews with key participants from each family business are conducted. Details of the 
interview participants are presented in section 4.3.5 of Chapter 4. 
 
A semi-structured interview guide was used in the current study.  This interview guide is 
provided by the STEP project as an accepted approach to conducting interviews for 
research purposes. The interview guide also enabled the researcher to formulate 
additional questions for the interviews, where it was necessary. The interviews were 
recorded with a voice recorder and were transcribed into text using MS Word.  
 
1.6.2.4 Data analysis  
 
Qualitative data analysis involves the analysis of data that is not amenable to numerical 
measurement and is the most complex and mysterious of all phases of qualitative 
research (Lancaster 2005:161; Sally 2000:68). In the current study, the data collected by 
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means of the interviews was analysed using content analysis. Content analysis involves 
the gathering and analysis of written, spoken or visualised text and is a recognised 
method of textual investigation (Struwig & Stead 2013:2; Quinlan 2011:185). This analysis 
is aimed at drawing inferences from the text in context, to unmask insights and deeper 
meanings revealed by the research participants (Elo & Kyngas 2007:108; Lancaster 
2005:161). Before conducting the content analysis, the data is summarised so that 
accurate interpretations and inferences can be made (Elo & Kyngas 2007:109). The 
researcher also made use of the software Atlas.ti 8 to summarise the data. In addition to 
undertaking the directed and deductive content analysis, a comparative analysis was 
undertaken. Comparative analysis involves comparing one piece of data to others, in 
order to develop an understanding of the relationships between the different pieces of 
data (Miles, Huberman & Saldana 2014:284). In doing so, the researcher attempted to 
identify and generate explanations for similarities and differences that existed between 
eight resource pools of the two participating family businesses. The steps followed when 
undertaking qualitative content analysis are explained in Section 4.3.5 of Chapter 4.  
 
1.6.2.5 Trustworthiness and ethics considerations 
 
To address the issue of reliability and validity in a qualitative study, trustworthiness needs 
to be established. The four “criteria for judging the trustworthiness of qualitative data are: 
credibility, transferability, dependability, and confirmability” (Anney 2014:272; Du Plooy-
Cilliers et al. 2014:258; Babbie & Mouton 2001:277–278). The manner in which each of 
the aforementioned criteria was addressed in the current study is described in detail in 
Section 4.3.7 of Chapter 4.   
 
Numerous ethical considerations were taken into account in this study, specifically 
obtaining informed consent from participants and ensuring their privacy, confidentiality 
and anonymity. Refer to Section 4.3.8 of Chapter 5 for details. 
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1.7 SCOPE AND DEMARCATION OF THE STUDY 
 
The study involved gathering information from two transgenerational South African family 
businesses. As mentioned, the two businesses operate in the South African automotive 
industry, which allowed for a comparative case study to be undertaken.   
 
The STEP framework forms the underlying basis for this study. The family members and 
family employees, as well as the non-family employees, were interviewed according to the 
interview guidelines and research protocols provided by the STEP project. Although the 
STEP framework highlights several components as influencing transgenerational potential, 
the main focus of the current study is on the familiness resource pools so as to identify the 
nature of these resource pools, as well as the potential heterogeneity that could exist 
between the two family businesses.  
 
1.8  KEY CONCEPTS 
 
The key concepts used in this study are clarified below. 
 
1.8.1 Family business 
 
While there are several definitions for family business, for the purpose of this study, the 
definition used in the STEP project is adopted, namely a family business refers to a 
business that is family owned, in its second generation, in which family members are 
actively engaged in the management of the business and have transgenerational intent 
(Chrisman, Chua & Sharma 2005:556).  
 
1.8.2 Transgenerational potential and success  
 
Transgenerational potential refers to the ability of a family business to achieve the 
economic, social, and entrepreneurial goals it sets itself (Zellweger, Nason & Nordqvist 
2012). For the purpose of this study, transgenerational success refers to the successfully 
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sustained family-based entrepreneurship that creates a continuing stream of family-
influenced social and economic wealth from one generation to the next (Nordqvist & 
Zellweger 2010). 
 
1.8.3 Familiness 
 
The term familiness refers to the “unique bundle of idiosyncratic firm level resources and 
capabilities resulting from the system’s interaction” (Habbershon et al. 2010:16). In a 
family context, it has been defined as the “unique firm level bundle of resource and 
capabilities resulting from family involvement in the business” (Habbershon et al. 
2003:451). 
 
1.8.4 Heterogeneity  
 
Heterogeneity is the “quality or state of being diverse in character or content” (Oxford 
Dictionary 2018). In the family business context, heterogeneity refers to the differences 
between family businesses in terms of governance, resources, capital, capacity to 
execute, and strength of vision (Chua, Chrisman, Steier & Rau 2012:1105).  
 
1.9   SIGNIFICANCE OF THE STUDY  
 
The extant literature suggests that the concept of “familiness” is in need of greater and 
more in-depth understanding as well as proper formulation as a construct (Pearson, Holt 
& Carr in 2014:551 in Melin, Nordqvist & Sharma 2013). The current study aims to expand 
the family business literature, by narrowing the scope of the study to focus on the 
familiness resource pools only. More specifically, the study seeks to contribute to greater 
insight into the familiness resource pools in the context of developing countries. Because 
the study is comparative in nature, it also seeks to provide greater clarity on the 
heterogeneity of family businesses (Chua et al. 2012:1104). Additionally, the findings of 
the study provide family businesses themselves with insight into best practices in terms 
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of the familiness resources pools investigated. Finally, the study seeks to identify any 
emerging constructs that could be used in future research on family businesses. 
 
1.10 STRUCTURE OF THE RESEARCH 
 
The structure of this thesis is as follows: 
 
Chapter 1 is the introductory chapter of this study and provides the background to the 
topic under investigation. The introduction is followed by the problem statement, the 
purpose of the study, as well as the research objectives and research questions. A brief 
overview of the research design and methodology are provided. In addition, the scope 
and demarcation of the field, as well as its contributions are highlighted.  Chapter 1 
concludes by clarifying several key concepts used in the study, and presents an overview 
of the contents to follow. 
 
Chapter 2 offers an overview of the nature of family businesses by defining a family 
business, highlighting its uniqueness, differentiating between family and non-family 
businesses, and by identifying the sources of heterogeneity among family businesses 
themselves. Furthermore, the importance of family businesses and the challenges they 
face, are reviewed. Chapter 2 introduces the STEP framework and its underpinning 
theories, namely EO and the RBV. These are discussed briefly in light of the current study.  
 
The construct of familiness is elaborated on in Chapter 3 by providing an in-depth 
discussion on each of its resource pools. A broad definition of each resource pool is given 
as well as a description thereof in the context of family business. The nature of each 
resource pool and each occurs in family businesses is described.  
 
Chapter 4 discusses the research design and methodology used in this study. The 
literature review is detailed and the empirical investigation is introduced. Thereafter, 
Chapter 4 elaborates on the research paradigm and methodological approach, the 
research methodology adopted, as well as the sampling procedure, the data collection 
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and the data analysis. Furthermore, how the trustworthiness of the data is ensured and 
the ethical consideration taken into account will be described. 
 
Chapter 5 introduces each of the families and family businesses participating in this study 
as well as the environments in which they operate. The chapter gives a brief description 
of both families, followed by a description of the generational involvement in the business, 
and the family and business life stages. Historical development of each of the family 
businesses is highlighted and the ownership and leadership succession briefly described. 
Chapter 5 concludes by describing the South African business environment, the national 
and regional cultural influences, and the automotive industry in general.  
 
Chapter 6 provides a summary of the results of the empirical investigation. Individual 
summaries for each case study are compiled, including data collected from participants 
with regard to the familiness resource pools in their respective businesses. The 
aforementioned are described based on the themes that emerged from the content 
analysis.  
 
Chapter 7 concludes the study by initially providing a summary of the preceding chapters. 
The empirical findings relating to the familiness resource pools are discussed and 
comparisons are drawn between the two participating family businesses, and between 
them and the extant literature. As such, the sources of differences between these two 
family businesses are highlighted. Finally, the contribution of the study is presented, 
limitations are identified, and recommendations for future research are made. 
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CHAPTER 2 
 
CONTEXTUALISING FAMILY BUSINESSES  
 
2.1 INTRODUCTION 
 
As mentioned in Chapter 1, this study aims to gain a deeper insight into the construct of 
familiness in a developing country context, and answer the call to do more research on 
the heterogeneity of family businesses. The purpose of this study is to investigate the 
familiness resource pools of South African family businesses so that the nature of these 
pools in a developing country context can be described and potential sources of 
heterogeneity highlighted. Chapter 2 will briefly highlight the most common fields of extant 
literature. The first part of the chapter examines family businesses in general, how they 
are defined, and their unique character, and compares them to non-family businesses. 
The successful transgenerational entrepreneurship practices (STEP) framework and the 
underpinnings of the framework will be discussed in this chapter, while Chapter 3 will 
extensively elaborate on the construct familiness and on each of the eight resource pools. 
 
2.2 THE NATURE OF FAMILY BUSINESSES 
 
Much debate exists around the definition of family businesses. In the next section, the 
current definitions of family businesses found in the existing literature will be discussed, 
noting specifically the two main approaches to defining these businesses. Thereafter, the 
uniqueness of family businesses will be elaborated on, followed by highlighting the main 
differences between family and non-family businesses. Finally, the heterogeneity among 
family businesses will be introduced and discussed in detail. 
 
2.2.1 Family business defined 
 
Despite family businesses being among the oldest and most dominant form of business 
in the economies of countries (Hnatek 2015:342; Sarbah & Xiao 2015:41), much debate 
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exists around the definition of a family business (Ramadani & Hoy 2015:11; Di Toma & 
Montanari 2010:262; Wang 2010:276). To date several definitions have been proposed 
by family business scholars. Existing literature suggest two approaches to defining a 
family business, namely the components-of-involvement and the essence approaches 
(Kraiczy 2013:7; Henssen, Voordeckers, Lambrechts & Koiranen 2011:4; Chrisman et al. 
2005:555).  
 
“The components-of-involvement approach considers family involvement in a business 
as a sufficient condition to define a business as a family business” (Kraiczy 2013:7). In 
light of the components-of-involvement approach a family business is defined as “a 
business governed or managed by members of the same family in a manner that may be 
potentially sustainable across generations of the family” (Chua, Chrisman & Sharma 
1999). Other definitions of a family business using this approach include a business run 
or operated by members of one family (De Massis, Sharma, Chua, Chrisman & Kotlar 
2012:13; Irava & Moores 2010:132); a business that has a common relationship among 
members, sharing common values and purpose (Arregle, Hitt, Sirmon & Very 2007); a 
business where two or more family members are actively involved in the management of 
that business (Farrington & Jappie 2016:349); or a public or private company where a 
family owns or controls the largest block of shares, the business has more than one family 
member in its key management team, and possibly one or more members from different 
generations (Miller & LeBreton-Miller 2005; Sirmon & Hitt 2003).  
 
The essence approach to defining a family business considers a business a family 
business when the involvement of family members leads to specific behaviours and 
distinctiveness (Kraiczy 2013:7-8; Henssen et al. 2011:4). There are four main 
characteristics used in the essence definition approach, namely: “the family determines 
and influences the strategy employed by the business; the family has a vision and 
intention to keep control of the business and hand it from one generation to the next; the 
family firm behaviour; and lastly the bundle of resources creating distinctive familiness” 
(Wang 2010:279). To identify a business as a family business according to the essence 
approach, all four of these characteristics must be present. 
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For this research study however, the definition of a family business will be adopted from 
the STEP framework. This definition was adopted because the STEP framework forms 
the underlying theory on which the study is based. The STEP framework defines a family 
business as “a business where the family is a central stakeholder and its influence in the 
business is that they own and/or manage it” (Habbershon et al. 2010:3). Although the 
debate still exists in defining a family business, it is undeniable that family businesses are 
unique in nature and differ from non-family businesses (Smith 2007:2). These matters will 
be discussed in the following sections. 
 
2.2.2 The unique nature of family businesses 
 
A family business is a complex system, comprising a family and a business. This 
complexity occurs as a result of the overlap between family and business, and creates a 
dynamic institution where both the business and the family is unique with its own history, 
strengths, weaknesses, challenges and visions (Ramadani & Hoy 2015:11). Because of 
this overlap of family and business, family members who are involved in the business are 
part of a system of tasks for both the family and the business system (Ramadani & Hoy 
2015:12; Gersick, Davis, McCollom Hampton & Lansberg 1997:15). The involvement of 
family members in the business creates a family business climate characterised by a host 
of resources and capabilities that arrive distinctly from their involvement (Zattoni, Gnan & 
Huse 2012:3). 
 
The institutional overlap of a family business comprises the primary role of a family to 
preserve social relations among its members, while the economic function of the business 
is to produce products and services, the sale of which will create satisfactory profit 
(Ramadani & Hoy 2015:20–21). The overlap between the family and the business 
systems is what gives family businesses their unique characteristics that are not seen in 
other types of firms and organisations. According to Nordqvist, Melin, Waldkirch and 
Kumeto (2015:1), what makes family businesses unique is that “the model of ownership, 
governance, and succession directly affects the structures, strategies and objectives of 
the business, as well as the way these are formulated, designed and implemented in the 
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business”. Moreover, family businesses are characterised by a long-term orientation, 
loyalty, teamwork, shared values and family involvement, all of which enhance 
commitment to business performance, the long-term strategic plan and corporate 
independence (Osunde 2017:1; Teters, Claessen, Minderhoud & Phijffer 2017:5–6). The 
unique nature of family businesses is also highlighted in the various studies comparing 
family to non-family businesses. Some of these differences are described below. 
 
2.2.3 Family versus non-family businesses 
 
Much of family business literature focuses on the differences between family and non-
family businesses. These differences highlight and providing greater clarity on why family 
businesses behave and perform differently to non-family businesses (Smith 2007:2; 
Chua, Chrisman & Steier 2003:334). Table 2.1 summarises some of these differences. 
 
Table 2.1:  Main differences between family and non-family businesses 
 Family business Non-family business 
Governance structure 
Founders, family council, 
shareholders and board of 
directors 
Board of directors, shareholders 
Decision-making 
Centralised decision-making, 
quick 
Decision-making is often more 
team based; less flexible 
Ownership dynamics Family ownership preserved 
Ownership among founders, 
shareholders or external 
institutions 
Main objective 
Economic and non-economic 
(sustainability/ long-term family 
satisfaction) 
Economic (growth & profits) 
Time orientation Long-term orientated 
Short-term orientated 
(managerial optimism; stock 
market myopia) 
Business climate 
Familiness, trust, cohesion, 
commitment, engagement, 
loyalty & informal 
Business goal orientation, 
formal & contractual 
agreements 
Risk profile Risk averse Risk-taking 
Employment 
Family employment and non-
family employment ; nepotism 
and informal recruitment 
Formal recruitment, non-family 
employees 
Source: Researcher’s own construction 
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The main differences, highlighted in Table 2.1, between family and non-family businesses 
are discussed in the following paragraphs. 
 
Family business governance structures differ somewhat from those of non-family 
businesses. Although they share the same traditional governance structures such as a 
shareholders assembly and a board of directors (Sarbah & Xiao 2015:48; Pihkala 
2014:17), the governance structures of family businesses include more family-orientated 
structures as well, such as family meetings and the family council, as well as the family 
constitution or family charter (Villalonga, Amit, Trujillo & Guzman 2015:649; Rodrigues & 
Marques 2013:52–53).  
 
Decision-making within family businesses is often centralised and the founder or current 
owner is most often the final decision-maker (Parker 2013:57; Stoilkovska, Milenkovska 
& Serafimovic 2013:18). However, the advantage of decision-making within family 
businesses is that it is flexible and quick (Irava & Moores 2010:136). By contrast, non-
family businesses often have more democratic or team-based decision-making protocols 
(Bosch, Tait & Venter 2011:640), the reasoning being that non-family businesses often 
believe a business cannot be run only by a single individual, but rather by teams working 
together (Bashir 2015:1). 
 
The presence of multiple generations of the same family in the business, as well as the 
possibility of transgenerational potential (Chrisman, Chua, De Massis, Minola & Vismara 
2016:720; De Massis, Sieger, Chua & Vismara 2016:279; Brigham, Lumpkin, Payne & 
Zachary 2014:72), are also differentiating characteristics of family businesses. Family 
businesses contain intergenerational production, where parents and their descendants 
are continuously in the process of ensuring the longevity of the business (Adiguna 
2015:3). Therefore, ownership of the family business is always preserved within the 
family. Furthermore, as founding families own the family business, they have the power 
to take actions and make decisions concerning the business (Echevarria 2017:5).  
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The main objective of family businesses is to ensure the economic stability and 
sustainability of the business for the family over several generations (Bakoglu & Yildirim 
2016:789; Yukselen & Yildiz 2014:14). Family businesess aim to serve both the needs of 
the business and the family (Oudah, Jabeen & Dixon 2018:4; Kotlar 2012:39). The vision 
and strategy of family businesses is often broader than non-family businesses and strives 
to ensure family wealth, family harmony and the longevity of the family business. Thus 
family businesses display a strong preference for non-economic outcomes (Munoz-
Bullon, Sanchez-Bueno & Suarez-Gonzalez 2017:41). In contrast to non-family 
businesses whose objectives are primarily profit-orientated, Neff (2015:2) contends that 
family businesses also have objectives such as social advancement, job security, work–
life balance, development of quality products and good corporate citizenship. In general, 
non-family businesses focus mainly on creating economic wealth and profits for the 
business itself and for its shareholders (Osterwalder & Pigneur 2011:61). 
 
Family businesses are notably long-term orientated (Brigham et al. 2014:74; Zellweger et 
al. 2012:137; Zellweger 2007:1). These businesses are commonly perceived as having a 
long-term perspective that is influenced and reinforced by the family business members. 
This defining feature is partly due to the presence of multiple family generations in the 
business. The goals, outcomes and objectives of family businesses are all based on a 
long-term-perspective and the economic activities of the businesses are mostly aimed at 
creating and preserving wealth for future generations (Brigham et al. 2013:1). In contrast, 
non-family businesses are often found to be short-term orientated because managers 
advocate short-term behaviour as an optimal perspective (Hermes, Hooghiemstra & Van 
Veen 2017:16). Managers of non-family businesses often focus on short-term 
investments that pay of swiftly and enhance their personal reputation. Furthermore, the 
stock market undervalues long-term orientated investments (stock market myopia) and 
therefore managers are forced to think short-term (Hermes et al. 2017:16–17; Block & 
Andreas 2007:5).  
 
The family business climate is portrayed by its culture, and is seen as the glue that 
integrates ownership, management and the family (Karam & Filho 2017:2). The culture 
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of family businesses emphasises commitment, loyalty, harmony and cohesion, and 
promotes the stability in the business (Cruz, Hamilton & Jack 2012:148). This family-
orientated culture creates a sense of belonging for employees who share the values and 
vision of the business (Pagliarussi & Costa 2017:10,14; Echevarria 2017:4). The non-
family business climate is often perceived as or characterised by rules and regulations 
the business employees need to adhere to. Additionally, they include the dominant values 
the organisation advocates, such producing high effieciency and low absenteeism. The 
climate in non-family businesses is characterised by measures to ensure goals and 
objectives are met as opposed to a feeling of belonging as experienced in family 
businesses (Ojo 2014:3–4).  
 
Family businesses are more risk averse than their non-family business counterparts. “To 
avoid failure or losing control, avoiding substantial risk is often regarded by family 
businesses as the ideal approach” (Hiebl 2013:38; Zellweger 2006:27). Family 
businesses participate in fewer research and development projects because of the 
ambiguous outcomes of these projects, and tend to aim for low-debt-to-equity 
investments, as debt and interest payments may influence their survivability (Hiebl 
2013:38). Their counterparts however, believe that to outperofm competitiors, they need 
to engage in risk-taking, to react proactively and aggressively (Olaniran, Namusonge & 
Muturi 2016:36).  
 
In most cases family businesses have many family members involved in the business, 
generally in managerial positions or in the working staff of the business (Kuruppuge & 
Gregar 2017:1697). Because family businesses have informal recruiting systems and 
practices, they often opt to employ family members as opposed to external individuals 
(Shuman 2016:1–2). They do this because of their intention to maintain family ownership 
of the business and therefore always regard family members as potential employees 
(Paul & Kleiner 2017:16; Chrisman, Sharma, Steier & Chua 2013:1249–1261; Bertrand 
& Schoar 2006:78). Non-family businesses, on the other hand, tend to have formalised 
practices to ensure that there is a high quality of human resources within the business 
because this influences the performance of the business (Saddam & Abu Mansor 
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2015:349). Additionally, these businesses often use human resource functions within the 
organisation to ensure that the right people are employed for the jobs or positions that 
need to be filled (Chandrasekara & Perera 2016:256; Saddam & Abu Mansor 2015:349). 
 
From these observations, it is clear that family businesses differ from non-family 
businesses. However, numerous scholars and researchers suggest that family 
businesses themselves differ from each other (Harms 2014:281; Hurst & Pugsley 
2011:1). This view has given rise to calls from researchers and scholars to gain greater 
insights into the heterogeneity that exists among family businesses (Hernandez-Linares 
et al. 2017:1; Harms 2014:281; Chua et al. 2012:1103), which is discussed in the next 
section. 
 
2.2.4 Family business heterogeneity 
 
Heterogeneity refers to the differences between businesses. Although businesses may 
operate in the same sector, they are different. Some businesses are large while others 
are small, some export while others do not, some are foreign-owned and others not, and 
so forth (Bergeijk & Van Marrewijk 2012:2). The vast majority of extant literature 
recognises that family businesses are diverse, but still considers them to be homogenous, 
meaning that all family businesses are considered to be similar and are mostly studied 
under one lens (Ping 2007:124). Povoa and Nakamura (2014:20) highlight that when 
treating heterogeneous family businesses as if they are homogeneous, researchers run 
the risk of establishing inexact findings and reporting inaccurate inferences.  
 
Recent studies suggest that family businesses are in fact heterogeneous in nature 
(Hernandez-Linares et al. 2017:1; Jaskiewicz & Dyer 2017:111; Nordqvist, Sharma & 
Chirico 2014:193), and that their heterogeneity influences their strategies, management 
behaviour and decision-making (De Massis, Wang & Chua 2018:1–2).  
 
As the field of family business advances, attempts to understand the heterogeneity of 
family businesses have become more evident (Daspit, Chrisman, Sharma & Mahto 
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2018:293; Song, Liang & Li 2015:2; Chua et al. 2012:1104). Diversity among family 
businesses has increased; studies on heterogeneity aim to understand the unique 
features and differences that distinguish family businesses from each other (Daspit et al. 
2018:293; Carney, Van Essen, Gedajlovic & Heugens 2013:1). The heterogeneity of 
family businesses arises from several sources, including the size of the business, industry 
in which the business operates as well as the governance structures, family nature, 
resource (capital and human resources), and visions and goals (De Massis, Fratitini, 
Majocchi, & Piscitello 2018:4; Chrisman, Fang, Kotlar & De Massis 2014:6; Chua et al. 
2012:1103–1105). Each of the aforementioned aspects of diversity will be described 
below. 
 
Size and industry are the first and most basic sources of heterogeneity that exist among 
businesses. Heterogeneity in terms of the size of family businesses is very common. 
Family businesses range from the smallest producers to the largest multinational 
businesses (Andersson, Johansson, Karlsson, Lodefalk & Poldhal 2017:2). Family 
businesses are heterogeneous in that they operate in different industries and provide 
different products or services specific to that industry (Daspit et al. 2018:293). In the South 
African economy, family businesses are most common in the wine industry as well as in 
the farming industry (Kruger 2016; Brundin & Wigen-Kristoferson 2013:452). The global 
beer industry is dominated by family businesses such as Heineken, InBEV, Carlsberg, 
and one of the 12 largest publicly traded newspapers is family-owned (Villalonga & Amit 
2010:863). Therefore, research cannot draw inferences on family businesses as a whole, 
as each business operates differently in each industry (Povoa & Nakamura 2014:20). 
 
The country or economy in which an industry exists also gives rise to heterogeneity 
among family businesses. Economies differ significantly in terms of size, technology, 
policies and productivity levels. Businesses become diverse in that they need to adjust 
and adapt to their external environment using different strategies, business models and 
marketing techniques (Falvey, Greenaway & Yu 2005:2). However, even in the same 
industry there is diversity in strategy and performance of family businesses. This diversity 
is known as “intra-industry competitive heterogeneity” (DeSarbo, Wang & Blanchard 
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2009:94) as the result of changes in market needs, positioning relative to competitors, or 
pursuing unique product market positions. Because strategic objectives of family 
businesses differ, the businesses themselves will differ from each other (DeSarbo et al. 
2009:94).  
 
Internally, governance is also a source of heterogeneity among family businesses 
(Nordqvist et al. 2014:192). According to Chua et al. (2012:1105), as well as Daspit et al. 
(2018:294–295), governance-related heterogeneity arises in family business ownership, 
namely between family management and governance mechanisms. Family management 
heterogeneity among family businesses varies along at least six dimensions, which are 
the number families or family members involved in the business, the portion of family 
ownership, the dispersion of ownership, the relationship that exists among owners, the 
demographic characteristics of owners, and “the nature of involvement of owners in 
governance bodies such as board of directors or advisory boards” (Daspit et al. 
2018:294–295). Each ownership dimension results in different behaviours and 
performance implications (Arregle, Naldi, Nordqvist & Hitt 2012:46–48).  
 
Governance mechanisms also give rise to heterogeneity in the governance of family 
businesses. These mechanisms can be formal (board of directors, partnership 
agreements) and informal (family council, advisory board) (Nordqvist et al. 2014:192). 
The governance mechanisms of family businesses differ widely in terms of their extent 
and type, therefore creating substantial heterogeneity in family businesses (Daspit et al. 
2018:295). 
 
Four dimensions of family heterogeneity that are often mentioned in family business 
research can provide insight into family business heterogeneity. They are: “family 
structures, functions, interactions and events” (Jaskiewicz & Dyer 2017:115). Family 
business structures differ, as there are numerous family structures that exist, such as 
traditional structures, the nuclear structure and alternative family structures (Aldrich & Cliff 
2003:578). In each structure, family members have different roles and functions because 
of their structure. These functions influence the resource pools of the family, which 
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potentially influence the behaviours and performances of the family business, ultimately 
highlighting that families themselves are heterogeneous (Jaskiewicz & Dyer 2017:115).  
 
Another dimension of this diversity is the interaction that characterises family member 
relationships. Family systems theory suggests that families comprise systems that 
interact with each other and with their environment (Carillo, Lombardo & Zazzaro 2015:9). 
Studies have indicated that “functioning family systems and healthy family interactions 
are important for the sustainability of the business family and the family business as well 
as that they are heterogeneous in the use of these interacting systems” (Jaskiewicz & 
Dyer 2017:113). Family events are also a source of heterogeneity as these events may 
change the structure and functions of families and member interactions. Family events 
such as death, marriage or divorce create a change in the structure of the business, also 
resulting in a change in the way members function and interact (Jaskiewicz & Dyer 
2017:114).  
 
Family businesses also possess heterogeneous resources, meaning they have different 
resource mixes (Chua et al. 2012:1103-1105; Verbeke & Kano 2012:1183-1205). A good 
example is the human capital that exists in family businesses. Human capital varies from 
one business to the next because the knowledge, skills and competencies vary among 
businesses (Carillo et al. 2015:1). The theoretical view of human capital suggests that 
businesses with higher levels of human capital are more efficient in the exploitation of 
opportunities (Mullens 2013:27; Schultz 1961). Another form of heterogeneous human 
capital in the family business is the professionalising of the business. Some family-owned 
businesses may opt to professionalise the business as it grows in size; however others 
believe greater loyalty and commitment is gained from employing family members instead 
of drawing from the labour market (Chua et al. 2012:1108). 
 
Heterogeneity in family businesses in terms of the goals and vision of the family business 
occurs because of the distinct characteristics, values and cultures of the founders and of 
the family business (Marques, Presas & Simon 2014:206,210; Barnett, Long & Marler 
2012:1200–1225). According to Li and Daspit (2016:6,8), the heterogeneity of business 
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goals lies in the desire of the family business to obtain either economic or non-economic 
goals and the short- or long-term orientation horizon of these goals. Businesses are 
heterogeneous in that they desire different goals which vary according to the family values 
and vision. Barnett et al. (2012:1200–1225), as well as Chua et al. (2012:1109), state that 
family businesses also differ in their vision strength. They suggest that family businesses 
either have a strong or a weak vision and that this is determined by the social exchange 
system within the family. 
 
Recent extant literature suggests that family businesses are heterogeneous in several 
important dimensions that warrant attention. Therefore, the challenge lies in no longer 
studying family businesses as homogeneous entities because the results are over-
generalised and inconsistent, and the risk is high of producing inexact findings and 
reporting inaccurate inferences. The next section will briefly describe the importance of 
family businesses. 
 
2.3 THE IMPORTANCE OF FAMILY BUSINESSES 
 
Family business has become a substantial field of interest for many researchers and 
scholars (Andersson et al. 2017:3; Xi, Kraus, Filser & Kellermanns 2015:117), 
emphasising the need to understand family businesses and improve their functioning 
(Kontinen, Ojala & Plakoyiannaki 2012:2–3). 
 
In the last decade, family businesses have become increasingly important to the 
economic growth of countries and their importance is expected to continue increasing in 
the coming years (Daspit et al. 2018:293; Seaman, McQuaid & Pearson 2017:2; Pukall & 
Calabro 2014:103). Family businesses are dominating in many industries and scholars 
forecast that this will continue (Emerole 2015:34; Farrington 2009:65). Family businesses 
have emerged as the backbone of economic activity in all countries. They are hailed for 
their flexibility, their entrepreneurial spirit as well as their resilience to survive in tough 
economic conditions and adverse economic environments (Cassar 2003:2). According to 
Song et al. (2015:1–2), family business entrepreneurship will be the force behind the 
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transformation of an increasing number of economies worldwide. 
 
Having become one of the most prevalent types of businesses worldwide, family 
businesses account for 70 per cent of global gross domestic production and 60 per cent 
of global employment, and are among the main drivers of innovation in most economies 
(White 2017; Matzler, Veider, Hautz & Stadler 2015:3). In South Africa, no reliable 
database relating to family businesses exists. However, estimates indicate that family 
businesses predominate, with about 80 per cent of all South African businesses being 
family businesses (Visser & Tsoka 2014:428; Balshaw 2003:26). Family businesses are 
regarded as the economic drivers in both developing and developed economies (Kuanda 
& Nkhoma 2013:157; Venter & Farrington 2009:31; Westhead & Howorth 2007:406; Ward 
2004:34), and are important role players in their communities (Cennamo, Berrone, Cruz 
& Gomez-Mejia 2012; Sharma & Sharma 2011). According to Venter and Farrington 
(2009:58), “it is undisputed that family businesses are among the most important 
contributors to wealth and employment in virtually every country in the world”. Despite 
their important contributions, family businesses face many distinct challenges because of 
their unique family nature, several of which will be highlighted in the section that follows. 
 
2.4 CHALLENGES FACING FAMILY BUSINESSES  
 
Family businesses face many of the same challenges faced by non-family businesses. 
However, some of their challenges are unique because of the overlap of family and 
business, and vice-versa. Table 2.2 summarises some of these unique challenges. Table 
2.2 summarises the challenges facing family businesses in two broad categories; the first 
is family-related challenges and the second, business-related challenges. Family-related 
challenges arise from the dynamics of the family itself. 
 
 
 
 
  
28 
 
 
Table 2.2:  Family business challenges 
Category Challenges References 
F
a
m
ily
 re
la
te
d
 
Poor communication 
The Family Business Counsulting Group 
2018; Grytsaieva & Strandberg 2016; Biersteker 
2015; Harland 2015; Shams & Lane 2015; Schick 
2014 
Sibling rivalry 
Kirrane 2016; Federer 2015; Ghee, Ibrahim &  
Abdul-Halim 2015; Angeliki, Anastasia, Ioannis & 
George 2014; Jorissen, Laveren, Martens & 
Rehuel 2005; Fowler & Peg 2004  
Family confict 
Loignon, Kellermans, Eddleston & Kidwell 2017; 
Nasser 2014; Khanin, Turel & Mahto 2012; 
Kossek, Pichler, Bodner & Hammer 2011; 
Stoilkovska et al. 2013; Werbel & Danes 2010 
Lack of leadership 
capabilities from within the 
family  
Oudah et al. 2018; White 2017; Kirrane 2016; PWC 
2013; Bloom, Sadun & Van Reenen 2011; 
Chrisman et al. 2005; Nicholson & Bjornberg 2005 
Lack of shared values and 
vision between old and new 
generation 
Cesaroni, Garces & Sentuti 2018; Oudah et al. 
2018; Kirrane 2016; Miller 2014; Poza & 
Daughterly 2013 
B
u
s
in
e
s
s
 re
la
te
d
 
Succession and succession 
planning 
Rivers 2016; Shams & Lane 2015; Dalpiaz, Tracey 
& Phillips 2014; Jabeen, Kaleem & Ehsan 2012; 
Stalk & Foley 2012; Halkias, Thurman, Harkiolakis, 
Katsioloudes, Stavrou, Swiercz & Fragoudakis 
2010; Molly, Laveren & Deloof 2010 
Nepotism 
Dalpiaz et al. 2014; Lui, Eubanks & Chater 2015; 
Khanin et al. 2012; Stalk & Foley 2012; Croci, 
Doukas & Gonec 2013 
Poorly defined role in 
business and family/ role 
conflict 
Shams & Lane 2015; Memili, Chang, Kellermans & 
Welsh 2013; Kwan, Lau & Au 2012; Ward 2011; 
Basco & Rodriquez 2009 
Inability of family 
businesses to maintain or 
recruit talented and skilled 
staff  
Paul & Kleiner 2017; White 2017; Kirrane 2016; 
Shuman 2016; PWC 2013 
Source: Researcher’s own construction 
 
The first family-related challenge is poor communication among family members in the 
business. Extant literature suggests this is a common occurrence in family businesses. 
Poor communication causes a lack of trust between members of the family and ultimately 
leads to a lack of cohesion and connectedness which is important in family-owned 
businesses (Grytsaieva & Strandberg 2016:2; Schick 2014:12).  
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Another unique challenge that family businesses face is sibling rivalry. In many cases 
siblings are jointly involved in business, with different ideas and ways of operating the 
business. This often leads to decision-making that is not agreed upon, compensation that 
is not fair between the parties, or issues regarding the leadership position of the company 
(Kirrane 2016:2; Federer 2015:3). Additionally, succession decisions are a source of 
sibling rivalry where the founder chooses one sibling over the other, and conflict and 
rivalry arise because of the decision (Ghee et al. 2015:110). Family conflict is another 
family-related challenge existing in family businesses (Cheng 2014:4). Family conflict is 
often the result of misunderstandings because members occupy overlapping roles within 
business and the family (Loignon et al. 2017:349–350). The cause of family conflicts is 
rarely poor performance; it is more often the result of poor communication and differences 
in viewpoints (Nasser 2014:2–3). 
 
Furthermore, a lack of leadership capabilities from within the family creates a challenge 
for family businesses. Without clear family leadership there is no social glue to hold the 
business together, and the transferring of family values and culture into the business and 
over generations is jeopardised (Nicholson & Bjornberg 2005:41). The lack of competent 
leadership will influence the business continuity and successful survival over generations, 
as the founder or leader plays an important role in training and transferring their 
knowledge from one generation to the next (Oudah et al. 2018:5). In this 
transgenerational transfer of knowledge, vision and values, it is common that the old and 
new generations do not share values and vision. This creates an unclear vision for the 
business as the new generation introduces a new identity, ideas and values, negatively 
influencing the continuity of the business (Oudah et al. 2018:6; Kirrane 2016:2; Ghee et 
al. 2015:108). 
 
The lack of succession and the lack of succession planning is a common business-related 
challenge facing family businesses. According to KPMG (2015:6), as well as Dalpiaz et 
al. (2014:1375), succession is one of the most difficult issues facing family businesses. 
Family businesses seldom consider hiring non-family executives, even though they may 
be more suitable and equipped for the leadership position. It is further highlighted that the 
30 
 
 
process of succession and succession planning needs to be objective, so as to ensure 
that the successor’s own values and attributes are consistent with the values of the 
business (Michel 2016:15; KPMG 2015:6). 
 
Nepotism within family businesses is a very common practice because these businesses 
intend to maintain their family ownership of the business, and regard their family members 
as potential employees (Paul & Kleiner 2017:16; Chrisman et al. 2013:1249–1261; 
Bertrand & Schoar 2006:78). Nepotism has the ability to influence the morale of non-
family employees because family members are often handed positions that were not 
earned on merit (Dalpiaz et al. 2014:1375). This leads to the loss of talented and skilled 
staff in most cases, draining the human capital of the family business (Kirrane 2016:1). In 
contrast, the ability to recruit talented, capable non-family employees and developing and 
maintaining these employees is also a challenge for family businesses (Paul & Kleiner 
2017:1-2). Shuman (2016:1–2) observes that family businesses do not develop good 
recruitment practices. This leads to the selection and recruitment of management in an 
informal manner, which does not ensure that the right people are hired for the job. 
 
Poorly defined roles in the business and the family also pose a challenge to family 
businesses and tends to create tension within the business (Memili et al. 2013:143). 
Tensions arise because individuals have both a family member identity and a family 
employee identity. This situation poses a complex set of demands on these individuals. 
According to Croci et al. (2013:874), role conflict occurs when a family employee’s 
business role expectations are incompatible with their family role expectations. The 
inability of individuals to overcome this challenge interferes with work, by diverging effort 
from work to cope with this role conflict (Memili et al. 2013:150). 
 
In summary, it is clear that family businesses face numerous challenges, all of which 
contribute to their most notable shortcoming, namely a lack of longevity or long-term 
survival (Oudah et al. 2018:1; Goto 2014:78-79; Corbetta & Salvato 2012:16; Chirico & 
Salvato 2008:170). Only a small number of family businesses excel and survive over 
several generations (International Institute for Management Development [IMD] 2017:1). 
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This becomes a prominent challenge because the long-term orientation and survival of 
family businesses is the reason they excel; their inability to do so threatens their potential 
for success (Song et al. 2015:1; Ramadani & Hoy 2015:9). According to KPMG (2014), 
“only 30 per cent of all family businesses make it to the second generation and 13 per 
cent to the third and a mere 3–5 per cent to the fourth generation” (Oudah et al. 2018:1). 
Miller (2014:1335) confirms that there is a certain lack of longevity among family 
businesses, and that this is a major challenge they need to overcome (Foltz & Marshall 
2012:2; Poutziouris, Symrnios & Klein 2006:532). 
 
Poutziouris et al. (2006:532) suggest that family businesses who seek to overcome this 
lack of longevity need to ensure family unity, a commitment to sacrifice themselves for 
the business and to be supportive of family governance. As a result, the business will 
have a strong identity and a tolerant management style which are both important 
characteristics for ensuring long-term survival (De Falco & Vollero 2015:293). 
Additionally, a study by Braidford, Houston, Allinson and Stone (2014:3) found that trust, 
loyalty and the alignment of vision and values enhances the ability of a family business 
to be flexible, respond to challenges and overcome them. 
 
Over time, family business researchers have continuously sought to identify the various 
reasons for this lack of longevity among family businesses in general, and have proposed 
various frameworks and theories as explanations (Goto 2014:78). One such explanation 
is the STEP framework. The purpose of the STEP framework is to identify the factors 
influencing transgenerational potential and transgenerational success. The 
transgenerational potential of the family business is the ability of the business to remain 
entrepreneurial and successful accross generations (STEP Academic Information Packet 
2013). Transgenerational success refers to the ultimate long-term survival of the family 
business (Arrendondo 2017). In the STEP framework, transgeneration potential is 
influenced by several factors, namely the EO of the family business, various familiness 
resource pools and several external mediating factors. The STEP framework and the 
factors influencing transgenerational potential are briefly discussed below.  
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2.5 STEP FRAMEWORK 
 
The STEP project was founded by Babson College and six other academic institutions in 
2005 (STEP project 2017). STEP, which is short for the STEP project, was introduced to 
provide more clarity and to comprehend how entrepreneurial processes cross 
generations within family businesses internationally. The STEP framework seeks to 
ensure a smooth process in which a family is able to develop “entrepreneurial mindsets 
and family influenced capabilities to create new streams of entrepreneurial, social and 
financial value across generations” (Boers & Lora 2009). In addition, the STEP project 
explores the entrepreneurial processes within family businesses and seeks to generate 
solutions that are applicable to family businesses in general. 
 
One of the primary goals of the STEP project is to collect and conduct more research on 
family businesses, which enables a better undertsanding of entrepreneurial capabilities 
and increased knowlegde for all business families worldwide. The rich theoretical and 
practical findings from the STEP framework allow researchers or practioners to gain rich 
insights on the unique pool of resources of these businesses (Babson College 2017). The 
end goal of the STEP project is to create a platform for researchers and family businesses 
to communicate, interact, and share ideas and solutions to produce successful business 
solutions (STEP Academic Information Packet 2013).  
 
It is important to note that the STEP project involves assessing the antecedents of 
entrepreneurial performance by using two theoretical frameworks, namely 
entrepreneurial orientation (EO) and the resource based view (RBV) of a firm (STEP 
Academic Information Packet 2013). In the STEP framework, these theories influence the 
mediating variable, namely entrepreneurial performance, which in turn influence 
transgenerational potential. The STEP framework also explores several external factors 
that may influence the levels of EO in a family business as well as the various familiness 
resource pools (see Figure 2.1). 
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 Figure 2.1:  STEP framework 
 
Source: STEP Academic Information Packet (2013) 
 
The STEP framework proposes that in order to ensure transgenerational potential and 
ultimately the longevity of the family business, the business must achieve financial, 
entrepreneurial and social performance. The entrepreneurial performance is also refered 
to as the corporate entrepreneurship of the business (Boers & Lora 2009:24).  
Entrepreneurial performance is a key performance measure for generation-spanning 
business activities, and is defined as “the sum of an organisation’s innovation, renewal, 
and venturing efforts where innovation involves creating and introducing products, 
production processes and organisation systems” (Habbershon et al. 2010:23). Botha, Van 
Vuuren and Kunene (2015:55) state that entrepreneurial performance is critical to a 
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businesses, and that entrepreneurial competencies enable the business to survive and 
grow (Mahadalle & Kaplan 2017:244). Additionally, extant litrature proposes that 
entreprenuerial performance is closely related to human capital (Bendassoli, Borges-
Andrade, Gondim & Makhamed 2016:2), because the skills and competencies that 
human capital is defined by lead to certain behaviour and actions of entrepreneurial 
activities and ultimately entrepreneurial performance (Botha et al. 2015:56; De Vries, 
Liebregts & Van Stel 2013:6). 
  
The measurement and evaluation of the finanacial performance of enterprises offers 
insight into the overall success of a business. Financial indicators are able to accurately 
and factually evaluate the condition of a business (Malichova & Durisova 2015:238). 
Financial performance is the result of the adequate combination of entrepreneurial 
activities and the right use of a firm’s resources and capabilities to create income, equity 
and profit (Boers & Lora 2009:25). In essence, financial performance demonstrates how 
well management is doing in strategic business and financing decisions. Additionally, it 
signifies the business’s ability to secure its financial survival (Batchimeg 2016:24).    
 
In contrast, social performance refers to the non-financial performance outcomes 
observed in family businesses. In sum, social performance reflects additional interests 
that can be identified besides just the generation of profits (Boers & Lora 2009:25). Social 
performance identifies the business’s agenda for the development of its community, the 
sustainability of the physical environment and other stakeholders (Elghandour & Adel 
2016:4). According to Alshammari (2015:16–18), businesses can gain stronger support 
from stakeholders when they perform socially, and potentially create value and gain a 
competitive advantage as well as a positive impact of the business financial performance. 
However, to achieve these outcomes, an EO (measured by the levels of autonomy, 
innovativeness, risk-taking, proactiveness and competitive aggressiveness) needs to 
exist and several familiness resource pools must be present. The dimensions of EO are 
discussed in more detail in Section 2.6.1. Eight familiness resource pools are identified, 
namely leadership, networks, capital, decision-making, culture, relationship, governance 
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and knowledge (see Figure 2.1).These eight pools will be elaborated on extensively in 
Chapter 3. 
 
Finally, the STEP model identifies several external mediating factors that influence the 
levels of entrepreneurial orientation and the familiness resource pools. These include 
culture, family life stage, family involvement, environment and industry. The external 
environment includes events outside the business that have the potential to affect the 
business, stimulate entrepreneurial behaviour in organisations and produce the forces 
that determine the actions and decisions family businesses need to make (Indris & 
Primiana 2015:189; Sieger, Nason, Sharma & Zellweger 2011:12). Each of these external 
factors influences the four dimensions of EO and the eight familness resource pools in a 
unique way. 
 
Apsolone and Sumilo (2015:277) describe the environmental culture as the values, beliefs 
and categories associated with a community, or the economy in which a business 
operates. These cultural aspects all have a potential to influence the EO and familiness 
resource pools of the family business. A family business generally progresses through 
three typical stages of a family business life cycle. Each stage is defined by the 
participating generations, and each stage influences the business differently. The first 
stage is the founder/controlling owner stage, followed by the sibling owned stage and 
finally the cousins consortium stage (Bing, Shepard & Begalla 2015:8; Lissoni, Pereira, 
Serra & Da Cruz 2007:310). Each stage has its own unique ownership structure, business 
structure and operations, as well as difference in family employees. (Bing et al. 2015:8; 
Lissoni et al. 2007:310). Family involvement refers to the extent to which family members 
are involved in the business as a whole, in the ownership, management and leadership 
of the business (Ayranci 2010:83). Family businesses are differentiated in terms of being 
family-owned, family-governed or family-managed (Gill & Kaur 2015:395). 
Environmental factors create uncertainty and include all forces which directly influence a 
business’s ability to achieve its goals (Njoroge, Ongeti, Kinuu & Kasomi 2016:41). Syed 
and Wafa (2017:3), as well as Mason (2007:10–11) state that external environmental 
changes, such as changes in government policy, technology and the physical 
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environment all pose challenges to family businesses, and their EO and familiness 
resource pools. Finally, the industry in which a business exists plays a significant part in 
the way it operates and conducts business activities. The industry is described in terms 
of the market type, its size, as well as its customers and competitors (Dragnic 2014:127–
129). Each industry has it own unique characteristics which are influenced by its 
surrounding economy. It is these industry characteristics which influence the strategies 
and models the business employs (Birnleitner 2013:392; Mussnig 2007:41).  
 
The current section elaborated on the STEP framework as a whole. The following section 
will describe the theoretical underpinnings of the STEP framework, namely EO and the 
RBV. 
 
2.6 THEORETICAL UNDERPINNINGS OF THE STEP FRAMEWORK 
 
As mentioned above, the STEP framework identifies the elements and activities 
necessary for entrepreneurial performance and ultimately the transgenerational potential 
of family businesses by using two theoretical orientations. Each will briefly be elaborated 
on below. 
 
2.6.1 Entrepreneurial orientation (EO) 
 
EO is a multidimensional construct applied at the organisational level. It charactersises 
the business’s entrepreneurial behaviour and refers to strategy-creating processes that 
provide businesses with the basis for entrepreneurial decisions and actions (Rauch, 
Wiklund, Lumpkin & Frese 2004:3). Within the context of the STEP framework, EO is 
described as the entrepreneurial mindset of family businesses, taking cognisance of five 
main dimensions (Boers & Lora 2009:20; Lumpkin & Dess 1996:136). As mentioned and 
seen in Figure 2.1, these are autonomy, innovativeness, risk-taking, proactiveness and 
competitive aggressiveness. Autonomy is defined as the businesses action or ability to 
bring forth an idea or vision and to carry it through to completion. It also refers to the 
freedom granted to individuals within an organisation to be creative and innovative in 
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doing things (Boers & Lora 2009:21; Lumpkin & Dess 1996:140). Innovativeness refers 
to an organisation’s ability to act creatively and progressively in terms of new product 
development as well as the tendency to engage in and support new ideas and 
experiments (Popa, Preda & Boldea 2010:151; Garcia & Calantone 2002:112). Lumpkin 
and Dess (1996:144) define the third dimension of EO, risk-taking, as the ability to act 
courageously in uncertain business activities with unknown outcomes or costs, so as to 
obtain higher returns for the business. Proactiveness refers to an opportunity-seeking 
attitude of businesses, and the ability to act in anticipation of potential future problems, 
needs and changes (Zellweger & Sieger 2012:78; Habbershon et al. 2010:12; Lumpkin & 
Dess 1996:146). The final dimension of competitive aggressiveness refers to reactive 
behaviour in reponse to threats, a businesses propensity to directly and intensely 
challenge market competitors for market share, or to outperform competitors (Boers & 
Lora 2009:22; Lumpkin and Dess 1996:148).  
 
Research suggests that EO is critical to enabling a business’s strategic renewal, growth 
and performance (Semrau, Ambos & Kraus 2016 in Kallmuenzer, Stieger, Peters, & 
Calabro; Miller & Le Breton-Miller 2011 in Kraus, Kallmuenzer, Stieger, Peters & Calabro 
2017:2). Therefore, EO and its dimensions have become increasingly relevant in the 
behaviour of entrepreneurial family businesses. Literature also suggests that an EO has 
become increasingly impactful on business performance (Kraus, Kallmuenzer, Stieger, 
Peters & Calabro 2017:1; Piirala 2012:7; Boers & Lora 2009:20–23). According to Zehir, 
Can and Karaboga (2015:358), as well as Wiklund and Shepherd (2005:71;72), EO has 
a positive influence on business performance in that businesses with more of an EO 
perform better than those lacking an EO. The ever-changing business environment 
greatly influences the business models adopted by businesses as well as their future 
profit streams. An EO allows for a willingness to explore market gaps, opportunities, take 
responsibility to affect change and possibly gain competitive advantage (Zehir et al. 
2015:359; Wiklund and Shepherd 2005:72). 
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2.6.2 Resource-based view (RBV) 
 
The second theory that underlies the STEP framework is the RBV which focuses on the 
way a business achieves competitive advantage and sustains it over time (Matser 
2012:6). “The RBV holds that businesses with unique bundles of resources are able to 
create strategies that lead to a sustained competitive advantage” (Habbershon et al.  
2010:16). Similarly, “the RBV of the firm argues that businesses are able to outperform 
others if they can develop valuable resources or capabilities which cannot be easily 
imitated or substituted by their competitors” (Teece et al. 1997 in Kraus et al. 2011:35).  
 
In a family business context, the RBV is applied to understand the distinctive attributes of 
a family business (Matser 2012:6–7). According to Wernerfelt (1984), the RBV seeks to 
find sources of competitive advantage within a business that play a major role in 
achieveing higher organisational performance. One could argue that family businesses 
are able to evaluate, obtain, shed, bundle and leverage their resources in ways different 
to a non-family-owned business (Julian 2011:418; Sirmon & Hitt 2003; Chrisman et al. 
2003:457), resulting in a competitive advantage for them. As such, the RBV 
comprehensively explains the idiosyncratic competitive advantages that result from 
resources arising from the family’s immersion in the business (Wu & Pan 2012:148; Irava 
& Moores 2010).  
 
By using the RBV to understand the internal capabilities and resources of family 
businesses, a more recent construct has emerged, namely familiness. According to 
Habbershon et al. (2010:17), Habbershon et al. (2003:451) as well as Chrisman et al. 
(2003:468), the term “familiness” refers to the “unique bundle of idiosyncratic firm level 
bundle of resources and capabilities resulting from the systems interaction”. In a family 
context it has been defined as the “unique firm level bundle of resource and capabilities 
resulting from family involvement in the business” (Habbershon et al. 2003:451). 
Drawing on the RBV reasoning, Shi (2014:21) as well as Habbershon et al. (2010:18), 
suggest that resources and capabilities must have the potential to create advantages for 
the business, and therefore need to be unique, inseparable, and synergystic to qualify as 
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familiness. Familiness attempts to clarify the differential relationships that may exist 
between the individual dimensions of familiness and the different resource pools that it 
consists of. It is these familiness resource pools that are the focus of this study and will 
be elaborated on in Chapter 3 that follows. 
 
2.6.3 SUMMARY 
 
In this chapter, the nature of family businesses was discussed by defining a family 
business, highlighting the uniqueness of family businesses, differentiating between family 
and non-family businesses and identifying the sources of heterogeneity among family 
businesses themselves. Furthermore, the importance of family businesses was noted and 
the challenges facing these businesses were reviewed. The STEP framework was also 
introduced and the theories underpinning this framework were briefly discussed. In 
Chapter 3, the familiness resource pools identified in the STEP framework as being a 
source of competitive advantage for family businesses will be discussed in detail.  
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CHAPTER 3  
 
THE FAMILINESS RESOURCE POOLS 
 
3.1 INTRODUCTION 
 
Chapter 2 explored the family business and its most common aspects in literature, as well 
as the growing emphasis on the heterogeneity of family businesses. Additionally, the 
chapter gave insight on the STEP framework and the theories underpinning the 
framework. In the STEP framework it was highlighted that familiness resource pools form 
an important component of the framework and are an important factor influencing the 
longevity of family businesses. The familiness resource pools are the main focus of this 
current study and each of the eight family resource pools categories are elaborated on in 
this chapter. 
 
3.2 FAMILINESS RESOURCE POOLS 
 
As previously mentioned, the STEP framework draws on the RBV and highlights the 
construct of familiness. “RBV holds that businesses with unique bundles of resources are 
able to create strategies that lead to a sustained competitive advantage” (Habbershon et 
al. 2010:16). In the family business context, the term familiness defines these unique 
bundles of resources. Familiness is defined as the “unique firm level bundle of resources 
and capabilities resulting from family involvement in the business” (Habbershon, et al. 
2003:451). The STEP framework describes familiness in terms of internal capabilities and 
resources, referring to these as resource pools. These resource pools are divided into 
eight types, each of which will be summarised in the next section. 
 
3.2.1 Leadership 
 
Leadership is the ability of one or more persons to equip, train and influence their 
subordinates, having the ability to engage them and focus their skills and abilities on a 
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particular mission or vision (Silva 2016:2; Algahtani 2014:75; Winston & Patterson 
2006:8). Leadership is also a social influencing process whereby leaders seek the 
voluntary participation of their subordinates in an effort to achieve goals or objectives 
(Bhatti, Maitlo, Shaikh, Hashmi & Shakh 2012:192). According to Minkes, Small and 
Chatterjee (1999:327), leadership is at the heart of decision-making, decisions that often 
determine the basic direction of a business. However, leadership in its simplest form is 
the ability of a leader to connect with his or her subordinates by making use of character 
appeal and compelling ideas (Davis 2014; Nanjundeswaraswamy & Swamy 2014:57). 
Leadership has become recognised as a central determinant of growth and success 
within organisations (Hargis, Watt & Piotrowski 2011:52). There is a widespread belief 
that leaders in businesses are expected to turn bold objectives (strategic, organisational 
or financial) into reality (Day & Antonakis 2012:5; Goleman 2000:4).  
 
In family businesses, leadership is a resource that has been known to provide stability for 
these businesses, as well as commitment by employees (Murithi, Waithira & Wachira 
2016:560; Bhatti et al. 2012:194). This stability has resulted from the establishing of 
structures for growth and development by the founder (Murithi et al. 2016:560; Davis 
2014). In family businesses, the values of the business, as well as solving existing 
problems and potential future problems of the business is tasked to the leadership of the 
business (Kouzes & Posner 2012:1; Nicholson & Bjornberg 2005:5). In recent studies 
findings suggest that leaders set the example by their day-to-day activities in the 
workplace, as well as in challenging the norm, and by taking risks and embracing change 
(Van der Westhuizen & Garnett 2014:32). Moreover, leaders in family businesses are key 
in decision-making concerning the business and the use and spread of resources and 
finances (Jabbar & Hussein 2017:104-105 ; Mullins & Schoar 2015:24). 
 
Furthermore, according to Mobley, Wang and Li (2012:9), leadership in family businesses 
has the ability to shape the future of an organisation by creating a strong organisational 
culture and success patterns which support potential longevity. Leadership acts not only 
as a visionary catalyst, but also supports family ownership and is key to enduring success 
over generations (Woods 2017). Ward (2016) and ,Cater and Justis (2009:109), propose 
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that leadership in a family business is a great source of strength; it provides a shared 
sense of history, vision and purpose. Leadership plays an integral role in the continued 
succession and succession planning over generations as well as with integrating family 
members into the workplace (McCann 2005:16–17). 
 
Leaders adopt various leadership styles, and although several leadership styles can be 
identified, no perfect style exists. The most common leadership styles are the autocratic, 
democratic and laisses-faire leadership styles (Nanjundeswaraswamy & Swamy 2014:57; 
Bhatti et al. 2012:193). In more recent times, several other more contemporary leadership 
styles have also been identified, namely ethical, authentic, and that of servant leadership 
(Sagnak & Kurouz 2017:447–449; Copeland 2016:80–83; Hoch, Bommer, Bulebohn & 
Wu 2016:5–7). Despite the numerous styles that can be identified, it is important to note 
that each styles presents potential strengths and weaknesses for a business.  
 
The leadership style existing in a family business is dependent on the family and the 
family culture (Ward 2011:30). According to Mussolino and Calabro (2013:198), the 
leadership style in most family businesses can be described as either autocratic or 
paternalistic. Autocratic leadership is most prevalent in first generation family businesses, 
and entails authoritarian leadership, by which the leader has control over decisions and 
very little input is given by subordinates (Ward 2011:30). Autocratic leadership is 
dominant, seeing no value in others’ opinions and values. Additionally, autocratic leaders 
limit self-determination and autonomy, guarantee the leader’s authority over the direction 
of the group, and grant the leader full control over desired results and resources (Schuh 
& Zhang 2013:632; De Hoogh & Den Hartog 2009:1059). 
 
In contrast, a paternalistic style of leadership involves leaders who act as patriachs and 
treat employees and partners as if they are part of a large extended family (Mussolino 
and Calabro 2013:198; Rouse 2017; Pellegrini & Scandura 2008:566). Paternalistic 
leadership is described as a style where leaders guide the professional and personal lives 
of their subordinates in a manner resmbling a parent, and in exchange, expect 
compliance, loyalty and respect (Jackson 2016:4; Pellegrini, Scandura & Jayaraman 
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2010:394). According to Erben and Guneser (2007:955), paternalistic leadership has the 
ability to humanise and remoralize the workplace to create a committed culture within an 
organisation. The end result is that subordinates are motivated not only to increase their 
performance but also to engage citizenship behaviour within the business (Rehman & 
Afsar 2012:2). 
 
3.2.2 Networks 
 
Networking is the action of developing and maintaining relationships with others who have 
the potential to assist you, or you have the potential to assist them (Forret & Dougherty 
2004:420). Essentially networks are described as developmental relationships that 
individuals proactively pursue; they are similar to mentoring (Higgins & Thomas 2001:225; 
Kram 1985:111). Examples of networking include joining professional associations, 
participating in social functions and seeking high visibility assignments (Forret & 
Dougherty 2004:419). In the context of a business, networks are internal and external, as 
well as formal and informal relationships that organisations create or dismantle to gain 
strategic advantage or make strategic moves (Deiters & Heuss 2014:99; Kets de Vries & 
Carlock 2010:43).  
 
Formal networks are the networks businesses have with other businesses and are often 
a set of exchange relationships between the two businesses. These voluntary 
relationships are aimed at providing a competitive advantage for the businesses involved 
(Fuller-Love & Thomas 2004:245). External networking refers to the relationships top 
managment or leaders of a business have outside their employment networks (Fracassi 
& Tate 2012:153). On the other hand, informal and internal networks are relationships 
within the business through which employees are able to share knowledge, experiences, 
learn daily and be more innovative, to either potentially increase productivity or business 
performance (Milligan, Littlejohn & Margaryan 2014:2; Sanchez-Famoso, Maseda & 
Iturralde 2014:951).  
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Extant literature suggests that business networks are characterised by social interaction 
and routinisation. Social interaction proposes that despite business relationships being 
about business specific behaviours, the personal bonds and interactions that are always 
present play a crucial role in the business relationship (Hakansson & Snehota 2010:6). 
This social exchange process creates a personal relationship from which trust emerges, 
strengthening the business relationship (De Klerk 2012:5846; Kets de Vries & Carlock 
2010:44). Routinisation suggests that relationships become routine over time, and certain 
rituals in conduct may emerge, to maintain the relationship with customers and suppliers 
(Hakansson & Snehota 2010:6). 
 
Networks, internal and external, enable information-sharing and strong relationship 
development within business environments and form part of the value chains of 
businesses (Seaman et al. 2017:2; Kets de Vries & Carlock 2010:43). All economic 
activity is made possible through communication and building relationships between 
different networks; networking has become a key part of conducting business in any 
industry (Hohenthal, Johanson & Johanson 2014:6; De Klerk & Greeff 2010:264). These 
networking relationships can assist businesses by increasing productivity levels, reducing 
costs and possibly expanding business operations (De Klerk & Greeff 2010:264). 
 
The main motivating factor for networking (internal and external) appears to be the 
exposure that is gained by meeting new and increasingly more people. However, Broad 
(2012:13) suggests that in order for networking to be effective, it needs to be purposefully 
planned and deliberately exploited, by investing time and effort in maintaining these 
relationships. The exposure of networking may lead to increased profits, and the 
increased sharing of valuable experience and information (Anderson 2008:52). 
Therefore, networking offers the advantage that the business competitiveness can be 
increased (Czerniawska & Potter 1998:26).  
 
Like non-family businesses, family businesses also have relationships and networks that 
form part of their value chains, and which influence their interaction with the business 
environment. However, in family businesses a large number of these networks are family 
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influenced and not always strategic in nature (Kets de Vries & Carlock 2010:43; Bratkovic, 
Antonic & Ruzzier 2009:172) and are often based on personal relationships internally, 
which provide access to a host of resources for the family business (Seaman et al. 2017:2; 
Irava & Moores 2010:17). In multigenerational family businesses, many external networks 
have existed for long periods and are considered beneficial by earlier generations and 
their leaders (Kets de Vries & Carlock 2010:44). Therefore, the wellbeing of both these 
internal and external network relationships is important to family businesses owing to the 
strong set of values and beliefs in which they are imbedded (Gupta & Levenburg 
2012:65). The natural care of the wellbeing of these networks serves as an advantage for 
family businesses in that they often reward the business during periods of success, and 
also support the family business during periods of hardship (Broad 2012:325; Gupta & 
Levenburg 2012:60). 
 
Family businesses with well-established networks are able to attract human and financial 
capital, which may provide a competitive advantage for future generations and ensure the 
longevity of the family business (Gupta & Levenburg 2012:60). Additionally, the ability of 
family businesses to actively develop networks may create potential longstanding 
relationships which often provide a vast number of resources (Gupta & Levenburg 
2012:60; Kets de Vries & Carlock 2010:44). Templeton (2003:27) reiterates that 
networking externally by family businesses may lead to repeat transactions in the form of 
referrals and access to a larger customer base. Networks act as bridges to better exploit 
opportunities, drive innovation and entrepreneurial performance, which all contribute to 
the potential longevity of family businesses (Seaman et al. 2017:2; Gupta & Levenburg 
2012:60). 
 
3.2.3 Capital 
 
Sirmon and Hitt (2003) in Boers and Lora (2009:14–15), as well as Sharma (2008:975) 
and Li, Wang, Westlund and Liu (2014:135), propose four different types of capital, 
namely human capital, social capital, financial capital and survivability capital. They argue 
that these types of capital resources can lead to competitive advantages for a business, 
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and if managed effectively, can lead to transgenerational wealth and increased longevity 
(Sirmon, Hitt & Ireland 2007:277).  
 
In Goldin (2014:1), Smith (1776) provided one of the first defintions of human capital, 
namely “the acquisition of talents during education, study or apprenticeship”. Since then, 
several definitions have emerged. Human capital is described as the stock of skills 
possessed by the labour force (Goldin 2014:1; Sirmon & Hitt 2003 in Boers & Lora 
2009:15) or the array of skills and knowledge a person has accumulated over a period 
(Bratkovic et al. 2009:172). Regardless of the description, human capital is regarded as 
a resource or asset (Goldin 2014:1). Human capital, at an individual level, is the ability of 
a member of management to perform a task or function that is vital to the performance of 
a specific department or the business as a whole (Championing better work and working 
lives [CIPD] 2017:7). Organisationally, human capital is supported by culture, structure, 
leadership and is measured at a unit level, by measuring best practice and firm level 
indicators (CIPD 2017:30). Human capital in the context of a family business forms part 
of the resource pool of knowledge, and is elaborated on in section 3.2.8. 
 
Social capital is described as an “array of valuable relationships someone has 
accumulated over time”, which provide access to valuable resources (Bratkovic et al., 
2009:172; Alder & Kwon 2002:17). Given that relationships are one of the eight resource 
pools, social capital is discussed in more detail as part of Section 3.2.6 of this dissertation.  
 
Survivability capital refers to the integration of unique resources, namely the “pooled 
personal resources that family members or employees are willing to loan, contribute and 
share for benefit of the business” (Kraiczy 2013:10; Chirico, Ireland & Sirmon 2011:13). 
The ability of the business to utilise these pooled resources creates an unmatched 
competitive advantage for the family business and contributes to its transgenerational 
success (Rogelberg 2016; Dyer 2006:264; Sirmon & Hitt 2003:343). However, it is 
important to note that the value of survivability capital varies depending on the 
characteristics of the family and the business, and that these resources exist because of 
the family members’ dual existence in both the family and business (Sirmon & Hitt 
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2003:343). “Survivability capital can sustain the family business through tough economic 
times, supporting the continuity of the business” (Rogelberg 2016; Chirico et al. 2011:13). 
Survivability capital also has the ability to create major competitive advantages and, if 
managed successfully, can contribute to the transgenerational success of the family 
business (Sirmon & Hitt 2003:343). 
 
Kim and Kung (2013:1–2), Laux (2001:397–398) as well as Gertner, Scharfstein and 
Stein (1994:1211–1213) suggest two important considerations relating to survivability 
capital. These are increased monitoring of incentives, and better redeployment of assets. 
Increased monitoring of incentives refers to the ability to monitor capital use in family 
businesses. Internal financing is monitored more intensely, and family businesses can 
thus ensure that assets and resources are being used efficiently and not wastefully. 
Family businesses have this ability because they have residual control over the assets, 
and gain more from monitoring. Better redeployment of assets suggests internal financing 
is more advantageous for businesses with multiple related business units. These 
businesses have the ability to redeploy financing efficiently, so if one does poorly, assets 
can be redeployed to that unit to support it. Additionally, businesses with more 
redeployable assets can easily turn this into financial capital to support projects or 
investments, or to cover the business in bad economic circumstances.  
 
Financial capital is defined by Ross (2018), Sharrafedine (2016:226) and Bratkovi et al. 
(2009:172) as “equity with which the business is able to obtain assets and fund 
operations”. Financial capital is the purchasing power or medium that represents saved-
up financial wealth, which can be used by businesses and entrepreneurs to invest into 
their business (Curtiss 2012:2). Access to financial capital is considered a resource that 
provides competitive advantage, and is one of the most important resources for firm 
growth and the longevity of a family business (Koropp, Kellermanns, Grichnik & Stanley 
2014:307; Fatoki 2011:198; Dyer 2006:259).  
 
Family business owners often prefer internal financing to external financial sources 
(Sirmon & Hitt 2003:342). As such, in family businesses, the core financial capital is most 
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commonly obtained through internal financing (Dyer 2006:264). The use of internal 
financing as the core financial capital in family businesses plays an integral role in the 
business’s ability to ensure transgenerational success (Koropp et al. 2014:1; Allio 
2004:27). Through this, they generally wish to uphold significant control over the 
business’s strategic direction and operational management (Stankiewicz 2016:19) By 
using internal financing, family businesses are able to consistently reinvest in their own 
businesses, allowing them to seize opportunities, without comprising the financial 
situation of their businesses (Allio 2004:27). Hiebl (2017:207) also believes that family 
control positively influences the financial performance of the business.  
  
In contrast, external financing refers to the cash flow generated from sources outside the 
business, either from private means or from the financial market (Surbhi 2017:2). External 
financing allows the business to obtain a large amount of capital at a certain time for 
various uses; however, external financing often requires collateral and less control over 
the business (Stankiewicz 2016:19; San Martin-Reyna & Duran-Encalada 2015:59). In 
some instances, family businesses go as far as rejecting external offers (e.g. hiring non-
family employees or joining larger companies) which could help them financially, just to 
maintain their family control over the business (Stankiewicz 2016:19). However, it is 
important to note that family businesses do use external financing. According to Deloitte 
(2016:16), most European family businesses have relied on external sources of funding 
such as bank loans, grants and incentives, and intend to continue doing so in the future.  
 
Governance and decision-making by owners plays an important role in the risk profile of 
family businesses. Financial decisions within family businesses are often made by the 
owners and the board of directors of the business (Koropp et al. 2014:308; Feltham, 
Feltham & Barnett 2005:2). Owners need independent outside assistance to aid them in 
making well revised financial decisions and have firm performance in mind at the same 
time (San Martin-Reyna & Duran-Encalada 2015:60–61). According to Nordqvist et al. 
(2014:197) and Pihkala (2014:17), larger financial decisions are made in more formal 
processes where the board of directors and the owners sit down, whereas financial 
decisions concerning smaller amounts of money can be made by owners independently. 
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Moreover, extant literature suggests that family businesses are more risk averse; they 
would rather forgo growth opportunities than endanger family control over the business 
by issuing external equity (Keasey, Martinez & Pindado 2015:7; Koropp et al. 2014:308). 
 
According to Vadnjal (2008:43), financial capital serves as a resource pool for family 
businesses as a result of adopting  sound financial decisions and financial planning, as 
well as using skills associated with capital budgeting. Extant literature suggests that 
internal financing in family businesses occurs through friends and family investments, 
shareholder investments and bootstrapping (Mohamadi 2012:36–37), whereas sources 
of external financing for family businesses include bank loans, trade credit and venture 
capitalism (Surbhi 2017:3; Mohamadi 2012:41). 
 
3.2.4 Decision-making 
 
Olcum and Titrek (2015:1937) as well as Patrick, Steele and Spencer (2013:1) define 
decision-making as the “way in which individuals interpret problems, form goals, search 
for information and combine information to arrive at solutions or decisions”. Donovan, 
Guss and Naslund (2015:284), suggest that decision-making is “knowing the criteria for 
success, the scope of possible choices and the risk of each alternative, as well as 
choosing the best alternative”. 
 
“Family businesses combine love and work in a unique setting, and decision-making in 
this unique setting determines the outcome of the business and the family” (Parker 
2013:56). Additionally, decision-making in family businesses, like any other business, 
aims to change organisations, prevent or solve problems and often affects the workforce 
(Pimental 2016:31; Olcum & Titrek 2015:1937). Decision-making in family businesses is 
often entrepreneurial and because decisions are made at fewer levels, the process is 
quicker and more effective (Echevarria 2017:5). The founder or current owner is most 
often the final decision-maker (Parker 2013:57; Stoilkovska et al. 2013:18; Allio 2004:26). 
Such structure allows family businesses to make quick, reactive decisions, as well as 
slow and careful ones at appropriate times. It is this flexibility of decision-making that 
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allows for managing resources in such a manner that leads to competitive advantages 
(Irava & Moores 2010:136; Allio 2004:26). Similarly, Hatak and Hyslop (2015:53) 
contends that decision-making is faster and more flexible in family businesses because 
the element of trust is already present among family members.  
 
In the context of a family businesses, business often continues beyond the workplace, 
and decisions are often made outside the workplace in consultation with family members 
(Allio 2004:26). Reseach suggests that where decisions are made by first discussing the 
issue and then taking a family vote, longevity is more apparant (Parker 2013:57). The 
challenge facing family businesses in terms of decision-making occurs as a result of 
biased decisions and nepotism, which lead to conflict among family members themselves 
and between family and non-family employees (Stoilkovska et al. 2013:19). According to 
Thomas (2013:7), decision-making in family businesses also often occurs without the 
same safety checks that exist in non-family businesses. 
 
Motylska-Kuzma (2017:351–373) contends that the main factors influencing decision-
making in family businesses are family culture, family cohesion, size of the family, the 
family’s emotional attachment to the business, and family business goals. Furthermore, 
Rivers (2017:5) adds that the decision-making process in family businesses is varied 
depending on which generation the business may be in. In the founding generation, the 
strong entrepreneur enjoys all the power in decision-making. In generations 2 and 3, the 
successors have greater power in decision-making; however they need to consult siblings 
or close relatives involved in the business, thus extending the process of decision-making. 
Decision-making also becomes more complex and less flexible in the second and third 
generation as the business expands, and creates governance structures such as the 
board of directors and shareholders assembly (Munoz-Bullon et al. 2018:42; Villalonga et 
al. 2015:649; Rodrigues & Marques 2013:52–53).   
 
Financial decision-making in family businesses is very important because the availability 
of sufficient financial resources is critical to family business survival (Michiels & Molly 
2017:369; Koropp et al. 2014:308). According to Koropp et al. (2014:2), family businesses 
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are unique in their behaviour regarding financial decisions and are often more 
conservative with regard to their financial strategies than non-family businesses. As 
previously mentioned, larger financial decisions are made in more formal processes 
where the board of directors and the owners sit down, whereas financial decisions 
concerning smaller amounts of money can be made independently in an informal manner 
(Nordqvist et al. 2014:197; Pihkala 2014:17). 
 
The decision-makers in family businesses are often the owners, the owner-managers, 
shareholders and an advisory board (Koropp et al. 2014:309; Eckrich & McClure 2010:2). 
The owners or owner-managers’ values and beliefs are significant drivers in the decision-
making process and these individuals often hold more power in decision-making (Heck 
2004:383). Secondly, shareholders of family businesses are able to influence the 
decision-making of the owners of the business and regularly affect the direction of the 
business (Lopez-Vergara 2013:14). The advisory board supports and advises decision-
making to solve issues such as succession planning, financial strategies and personal 
family problems (Oudah et al. 2018:6).  
 
3.2.5 Culture 
 
One of the first and most commonly used definitions of culture refers to it as “the way 
things are done here” (Sun 2008:137). Adiguna (2015:2), as well as Stoffers, Neessen 
and Van Dorp (2015:199) suggest that culture means the values, norms, behaviours and 
languages, which are all part of social interaction, that is inherited and continously 
reproduced. Culture in an organisation is characterised by the deeply rooted values and 
beliefs that are shared by employees in that organisation (Pekdemir, Kocoglu & Gurkan 
2013:134; Cruz et al. 2012:147; Sun 2008:137). Zhao (2014:132) proposes that culture 
is a mechanism through which organisations extract surplus value from the labour force. 
“Culture embodies shared and learnt world experiences, meanings and values, and 
understandings, which inform people and are expressed and communicated in a symbolic 
form” (Cruz et al. 2012:148).  
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Organisational culture within family businesses relates to the the enduring values of the 
founder(s) that shape the character of the business and how it adapts to the external 
environment (Cruz et al. 2012:148; Duh, Belak & Milfelner 2010:475; Zahra, Hayton & 
Salvato 2004:364). This culutre in the family business shapes the way employees think, 
work and how they feel, and is the operating system in a family business (Gavric, Sormaz 
& Llic 2016:27). The family business culture and the way things are done in the family 
business are influenced by the family’s culture, including their values and beliefs (Cruz et 
al. 2012:148).  
 
Ramadani and Hoy (2015:24-25) and Sharpe (2014:16) propose that family culture is 
comprised of four layers: artefacts, values, perspectives and assumptions. Artefacts are 
surface level aspects and are categorised into physical (dresscode, cars, family emblems, 
logos); verbal (language, stories, jargon) and behavioural (ceremonies, rituals) types 
(Ramadani & Hoy 2015:24). Values are the principles, standards and norms that 
determine what individuals consider to be good or bad and right or wrong (Sharma & Hoy 
2013:115). According to Tàpies and Fernandez (2010:3), these values are more humane, 
emotional and fundamental than those of non-family businesses where values are more 
transactional, impersonal and directed towards economic outcomes. It is this difference 
that provides family businesses with strong and durable cultures (Ceja, Agulle & Tàpies 
2010:1). 
 
Furthermore, values drive the behaviour of the workforce and the day-to-day activities in 
the business (Sharpe 2014:16). Values commonly identified in family businesses are 
trust, commitment, honesty, fairness, quality, integrity, social responsibility and respect 
(Osei, Forkuoh, Akomea-Bonsu & Asare-Kyire 2012:15; Dumas & Blodgett 1999:210). 
Perspectives refer to sychronised philosophies and actions used by family members 
when dealing with various problematic issues and situations (Ramadani & Hoy 2015:25). 
Assumptions are the grounds on which a family bases its global views and on which the 
artefacts, values, and perspectives are founded. 
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The family culture influences the family business culture in that the vision of the family 
influences the vision of the family business and has a significant influence on the culture 
and operation of the business (Neff 2015:3). Vision typically starts with the founder and 
the founder’s values and visions. This vision creates a shared purpose and identity, which 
ultimately shapes the culture in the family business (Taiwo, Lawal & Agwu 2016:129). 
This strong cultural foundation can live on in future generations even after the death of 
the founding generation. Additionally, such a shared vision across the family business 
plays a role in the long-term survival of the business. The vision forms a strong part of the 
family business culture and could positively influence the performance of the business 
(Neff 2015:3). However, Neff (2015:3) suggests that visions need to be flexible as new 
generation family business owners bring in their own perspectives and talents to the 
leadership role in the business. Adapting the vision and culture to a new style may be 
necessary for long-term survivial. 
 
Family businesses are typically entrepreneurial stories, where founders saw a gap, took 
risks, and undertook start-ups (Hnatek 2015:343; Ucbasaran, Westhead & Wright 
2001:12). During this entrepreneurial start-up the values and visions of the business are 
formed influencing the development of the organisational culture of the business. It is 
crucial to include an entrepreneurial mindest into the business culture at the founding 
stage of the business (Cruz et al. 2012:147–148). An entrepreneurial mindset in the 
culture of a family business combines imitation and creativity, leading to innovation within 
the business (Hnatek 2015:343). Creativity and innovation in a business allows 
employees to adapt to circumstances, gives them confidence to try new ways of doing 
tasks, and to be flexible in different working conditions (Hnatek 2015:343). Moreover, an 
entrepreneurial mindset in a family businesses allows for activities that revitalise the 
business or the business model, as well as the pursuit of product and process innovation 
and new markets (Wright, De Massis, Scholes, Hughes & Kotlar 2016:35; Cruz et al. 
2012:149–150). 
 
The culture existing in a family business becomes a valuable resource when it is hard to 
imitate, and therefore presents a strategic competitive advantage for the business (Gavric 
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et al. 2016:29; Tomei & Ferrari 2010:27). This competitve advantage supports 
transgenerational success and the longevity of the family business. A family business 
culture that emphasises commitment, loyalty, harmony and cohesion, promotes the 
continuity, stability and longevity of the business (Cruz et al. 2012:148). However, it is 
important to note that the widely experienced paternalistic culture in family businesses 
poses a threat to the continuity and transgenerational success of these businesses. The 
reason for this is that subsequent generations may have no desire to preserve the values 
and beliefs of their family business founders (Heidrich, Nemeth & Chandler 2015:73; Dyer 
1988 in Cruz, Hamilton & Jack 2012:149). 
 
3.2.6 Relationships 
 
Relationships are the interactions that take place between the relationship partners, or 
the way in which two things may be connected (Reis, Collins & Berscheid 2000:845; 
Hinde 1979). Relationships in family businesses are unique in that there is a working and 
a family aspect to these relationship (McGrath & O’Toole 2017:6; Montemerlo 2000:212). 
According to Eddlestone and Morgan (2014:214) the “embeddedness of family 
relationships” within the business is at the heart of what makes a family business unique. 
Additionally, Ward (2016:57–81) contends that relationships between family members 
play a significant role in the success or failure of a family business.  
 
Two types of relationships exist inside family businesses, namely relationships among 
family members and relationships between family and non-family employees. 
Relationships among family members in the business operate for a collective good of the 
business (Sanchez-Famoso et al. 2013:178). The family business literature also 
describes these relationships in a family business as bridging and bonding relationships. 
Bridging relationships take place when family members reach out and form new 
relationships with external sources in order to fulfil their resource requirements (Gupta & 
Levenburg 2012:59; Newell, Tansley & Huang 2004:51). Bonding relationships, however, 
are more internally focused and occur within family and friendship territories in order to 
provide love, emotional support and unity (Newell et al. 2004:49). 
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Eboru (2014:2) agrees that family businesses also form relationships of trust externally 
with the community, customers, and suppliers, and not only with family members. 
Sometimes these relationships become so strong that they view the non-family members 
as part of the family. They do this by blurring the lines between the terms family, business, 
and environment, and treat everyone in the same manner as they would their family 
members (Erdem & Atsan 2015:224; Azoury, Daou & Sleiaty 2013:15). For instance, a 
family business might choose to continue working with local suppliers or partners, 
because of the relationships they have formed with them, despite the availability of less 
expensive alternatives (Bau, Block, Cruz & Naldi 2017:570–571). It is in the nature of 
family businesses to be concerned about the wellbeing of those around them, regardless 
of whether or not they benefit financially (Neckebrouck, Schulze & Zellweger 2017:3). 
 
Zellweger et al. (2012:141) suggest that families are like any other organisation; they are 
dynamic as they evolve and transform over time, and their members often change. 
Interactions among family members create shared experiences and these experiences 
generate interpersonal relationships among family members (Lopez-Vergara 2013:30). 
In comparison to non-family businesses, Means (2013:1209) states that “an employer–
employee relationship can also be parent–child relationship” and can often bring about 
confusion as to which role to take on in response to certain situations. “These 
relationships are distinctive because they are embedded in the parent–child relationships 
found in the household” (Schulze, Lubatkin & Dino 2003:473). Relationships in family 
businesses are more emotional than in non-family businesses because the performance 
of the business influences the family wealth as well as the overall satisfaction and 
actualisation of the family (Kraiczy 2013:15).  
 
Relationships in family businesses are only of value when they are rooted in mutual trust, 
loyalty and commitmment (Wu & Pan 2012:151; Rudawska 2010:10). According to Erdem 
and Atsan (2015:224), trust and loyalty are important in family businesses and only occur 
when either of the parties expects the other not to do harm or to abuse themselves. 
Because of the complicated emotional dynamics of family businesses, trust, loyalty and 
commitment are of fundamental value for family businesses (Sundaramurthy 2008:89). 
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Creating a business environment where trust and loyalty is the foundation can result in 
these values progressively becoming family capital (Carlock & Ward 2001:11). McGrath 
and O’Toole (2017:6,11) contend that relationships in family businesses may act as 
human capital, providing advice, informal learning and problem-solving, all of which are 
important to the growth of the business. Therefore, strengthening relationships between 
family and non-family members in a family business contributes to a competitive 
advantage for these businesses (Irava & Moores 2010:17).  
 
Social capital is described as an “array of valuable relationships someone has 
accumulated over time”, which provide access to valuable resources (Bratkovic et al., 
2009:172; Alder & Kwon 2002:17). Social capital, which in essence is relationships within 
a family business environment, has the potential to offer a basis for competitive 
advantage, and is defined as the “goodwill and resources made available to one, through 
reciprocal trusting relationships” (Arregle et al. 2007:73; Bourdieu 1980:51). Bubolz 
(2001:130) suggests that social capital and the relationships among family members 
creates an ideal business environment. Social capital has the ability in such environments 
to facilitate information flow, improve creativity and create knowledge, resulting in 
stability, interdependence and family closeness which all enhances the longevity of the 
business (Arregle et al. 2007:74). 
 
According to Janmaat (2011:61), social capital results in social cohesion which is the glue 
that holds businesses together. Social capital internally in the family business is a direct 
result of the relationships between the people working in the business. Social capital in a 
family business is formed as a result of the trust and relationships that exist among family 
employees themselves and between non-family and family employees as well as the 
external relationships with suppliers and customers (Bartkus & Davis 2009:4). Because 
social capital surfaces only in the course of social interaction, to build these effective 
internal and external social networks, leaders in family businesses use family gatherings, 
social gatherings, open office designs and offsite teambuilding, to effectively develop 
these networks (Oliveira & Wegner 2013:213–216). Externally, family businesses often 
build these relationships by being philanthropic in their communities, make available 
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sponsorships or donations to schools or surrounding communities to strengthen their 
position (Campopiano, De Massis & Chirico 2014:246). Overall, the main purpose of this 
resource is to create social ties that lead to collective social capital as well as relational 
trust and harmony as can be found in closed relationships (Stankiewicz 2016:20) 
 
3.2.7 Governance 
 
Governance refers to the structures and processes that exist to direct and control the 
business and relationships among management, controlling shareholders, boards of 
directors and other internal and external stakeholders (Sarbah & Xiao 2015:40). The 
creation of governance is a central task of any organisation and comprises building and 
sustaining a set of structures and processes that enable owners to prioritise and realise 
their shared objectives amidst the realities of an ever-changing internal and external 
environment (Nordqvist et al. 2014:193). Family business governance covers the issues 
of control and differences in interests between owners and management, and tries to 
align the interests of both sides (Sarbah & Xiao 2015:44; Villalonga et al. 2015:649). 
Additionally, governance within a family business articulates and communicates the 
family’s vision, mission, objectives and values, manages conflict, builds trust and 
facilitates effective communication inside the family and between the family and the 
business (Villalonga et al. 2015:649; Gersick & Feliu 2014:197; Nordqvist et al. 2014:193; 
Schwass 2013:7). 
 
Within a family businesses there are several family and business governance structures, 
for instance, the family meeting and the family council (Villalonga et al. 2015:649; 
Rodrigues & Marques 2013:52–53), the shareholders assembly and the board of directors 
(Sarbah & Xiao 2015:48; Pihkala 2014:17).  
 
The family meeting is the simplest form of governance that a family business has. The 
family meeting is a body embracing the entire family, to which regular information on the 
family business is provided (Dreifuss 2015:16). These meetings are often found in first-
generation family businesses and are characterised as very informal, involving the 
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founder, the spouse and their direct descendants (Rodrigues & Marques 2013:52–53). 
Information provided at family meetings revolves around ongoing business, important 
events and future developments of the business. Both good and bad news is delivered at 
these meetings and early involvement of the next generation is encouraged so that they 
can identify with and understand the family business (Dreifuss 2015:16). 
 
As the family and the business grows, the introduction of a family council occurs. In 
contrast to the family meeting, the council is a fixed structure that meets frequently to 
discuss current business and family issues (Villalonga et al. 2015:649; Rodrigues & 
Marques 2013:52–53; Cadbury 2000:23). The council is tasked with aligning the 
objectives of the family and the shareholders, advising on appropriate decision-making, 
ensuring effective succession planning, preservation of family values and visualising the 
firm as a factor of unity and continuity of the family (Villalonga et al. 2015:649; Nordqvist 
et al. 2014:197; Rodrigues & Marques 2013:54). The family council is most sensibly 
composed of the direct stakeholders in the business and family members who are actively 
involved in the management of the business. In most cases the family council has a chair 
who is a good communicator and who is trusted by all the members. This chair is often 
not the CEO, so that open discussion in these council meetings is encouraged (Dreifuss 
2015:17; Gnan, Montemerlo & Huse 2015:356).  
 
The shareholders assembly is a representitive body of the family business, consisiting of 
a formal meeting whereby all members who have ownership in the business attend 
(Villalonga et al. 2015:649; Nordqvist et al. 2014:197; Rodrigues & Marques 2013:52–
53). The shareholders meeting is held annually; however, the formailty and activities vary 
among businesses. This body deals with issues which include appointing and removing 
board members, and the CEO (Nordqvist et al. 2014:197). The shareholders assembly is 
called by the the family member(s) who are responsible for the leadership and control of 
the business. In addition, it operates and is regulated by a family protocol that is set in 
place (Burges Salmon 2015:2–3; Rodriques & Marques 2013:53). 
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The board of directors is the best practice in governance (Englisch, Hall & Astrachan 
2012:7). These directors are tasked with strategic planning, evaluating and reviewing top 
management ideas, helping top management acquire necessary resources and watching 
over the interests of the shareholders (Nordqvist et al. 2014:197; Pihkala 2014:17). By 
having a board of directors, the family businesss is also able to reduce the risk of 
nepotism, internal conflict and succession woes (Englisch et al. 2012:7). The PWC Family 
Business Survey (2016) reported that the majority of family businesses make use of some 
form of board of directors and of informal advisers who “act as a friendly sounding-board” 
for the owners of the business.  
 
In smaller family-owned businesses, the governance structure of an advisory board is 
more common (Helvert-Beugels 2018:1). Advisory boards are a team of committed 
externals, who as a group meet with the family business decision makers on a regular 
basis. These boards often provide and array of skills, expertise and networks to benefit 
the family and the business (Helvert-Beugels 2018:3). It is important to note, however, 
that board composition and board size in family businesses can influence the time it takes 
to make decisions, lead to conflicting ideas and strategies, also influencing the overall 
efficiency of the board of directors (Che & Langli 2015:11). Boards of directors often also 
have family members who serve on the board (Munoz-Bullon et al. 2018:42). 
 
Governance also includes policies and regulations set in place by the governance 
structures (family council, shareholders assembly, board of directors). The policies and 
regulations set out by the governance structures are formally known as the family 
constitution (Artega, Menendez-Requejo 2017:321; Sarbah & Xiao 2015:48). The family 
constitution includes written policies and principles regarding the family and family 
business as a whole (Stewart 2015:1–2). The family constitution (also known as a family 
charter or family protocol) is “a written statement that serves as a record of the family’s 
heritage, culture, hopes and ambitions for future success, as well as a plan for how to 
achieve them” (Wessing 2014:16). The nature of the family constitution may differ among 
family businesses; however the most documented in literature include policies concerning 
family employment and the dynamics thereof, employment of non-family exectives in the 
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business, communication and transparency, and principles regarding commitment, core 
values, vision and mission (Artega, Menendez-Requejo 2017:320–321; Burges Salmon 
2015:2–3; Sarbah & Xiao 2015:48). The shareholders agreement is another form of 
governance within family businesses that is concerned with the changes in ownership, 
succession and the sale of shares (Crosby & Angkatavanich 2012:1). The agreement 
outlines restrictions in the transfer of shares, the degree of liquidity of shares, decision-
making by the board of directors as well as a mandate mantaining the membership of the 
board of directors (Crosby & Angkatavanich 2012:1). 
 
Good governance is important for family businesses because effective governance of 
both the business and the family, supports the growth and long-term success of the family 
businesses (Nordqvist et al. 2014:197; Cadbury 2000:5). Good governance contributes 
to sustainable economic development, it determines the health of a business and its 
ability to survive over long periods (Sarbah & Xiao 2015:40). For multigenerational family 
businesses to succeed and survive over the long term, they must have excellent 
governance and management. Family business governance increases the potential for 
the longevity of both the family and the business (Oudah et al. 2018:5). Successful family 
businesses generally acknowledge the importance of governance, and typically have 
comprehensive governance systems in place (PWC Family Business Survey 2011).  
 
Governance structures play an important part in accomplishing prioritised performance 
objectives and ensuring a successful suuccession (Villalonga et al. 2015:649; Nordqvist 
et al. 2014:197). Achieving these performance objectives and a successful succession 
has direct influence on the transgenerational potential and continuity of the family 
business (Villalonga et al. 2015:649). 
 
3.2.8 Knowledge  
 
The most basic definition of knowledge is “a belief that is true and justified” (Hunt 
2003:100). Knowledge is a concept, which is an intangible asset and cannot be directly 
observed (Gottshalk 2007:11; Hunt 2003:100). Knowledge is contextualised by the 
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experience and education of an individual, group knowledge, public knowledge and 
common sense (Abhary, Adriansen, Begovac, Djukic, Qin, Spuzic, Wood & Xing 
2009:1755). In a business context, knowledge may be defined as an “entity or information 
with the ability to transform raw materials or create value for the business” (Marr, Schiuma 
& Neely 2004:551) or the “sum of experties, skills, experiences and abilities applied by 
individuals in the form of worldviews, theories and actions to solve problems (Hatak & 
Roessl 2015:10). The dissemination of information among all individuals in a business is 
a form of social capital, which creates an internal network leading to innovation, new ways 
of doing things and best practices within the business (Cloete 2014:2). 
 
Knowledge in a family business is shared among family and non-family members working 
in the business. This exposure to multiple aspects of the operation of family businesses 
aids in the transfer of tacit knowledge, that ultimately results in skills that outsiders are 
not able to gain (Moodley 2016:13). Such knowledge relates to the experiences and 
history of the family business as well as the interactions between employees (Chirico & 
Salvato 2008:172; Bontis 1998:64). Therefore, it is of utmost importance that in family 
businesses, knowledge is transferred from one generation to the next (Birdthistle 
2006:550). The transfer of knowledge is more occurs more easily in a family business 
because of the family identity as well as the close relationships that exist in the business 
(Birdthistle 2006:550).  
 
Tacit knowledge is knowledge that is hard to communicate; it cannot be taught or read in 
books. This is knowledge that is intuitive, based upon training and experience (Boyd, 
Royer, Pei & Zhang 2015:21). There are three common forms of tacit knowledge in family 
businesses, namely idiosyncratic knowledge, subject-related tacit knowledge, and 
network-related tacit knowledge (Moodley 2016:13,14). Idiosyncratic knowledge speaks 
primarily of knowledge in family businesses, it is knowledge of particular circumstances 
and the expected outcomes (Moodley 2016:13). Subject-related tacit knowledge on the 
other hand, refers to the manner in which value is created for the customer, through a 
service or product and is specifically time-bound. Finally, network-related tacit knowledge 
refers to the knowledge that governs the social networks that the business operates 
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within. High network-related tacit knowledge, specifically within family businesses, 
enables trust between the family business and the external stakeholders (Moodley 
2016:14; Boyd et al. 2015:21). For family businesses to ensure this tacit knowledge is 
transferred from one generation to the next as well as within the business, they may use 
casual conversations, stories, demonstrations, mentoring and internships (Keglovits 
2013:5). 
 
Developing knowledge in a family business is done by developing the employees of the 
business in their fields of expertise as well as developing relationships with external 
parties who can help gain and share knowledge (Miller, Wright, Le Breton-Miller & 
Scholes 2015:6). Constant training, formal and informal, is an important contribution to 
the business and through this aqcuisition of knowledge the business becomes more 
efficient and productive (Vuta & Farcas 2015:368; Manuel 2014:11). Mentoring and 
sharing knowledge across generations is another important aspect of sharing knowledge 
in family businesses. The transfer of knowledge in the form of intangible resources and 
competencies is crucial for the long-term survival of the business (Van Niekerk, 
Mahlobogoane & Tirivanhu 2015:68; Warnar 2012:11–12). 
 
“Knowledge is recognised as a durable and sustainable strategic resource to acquire and 
maintain competitive advantage” (Chiu, Hsu & Wang 2006:1872; Marr et al. 2004:551; 
Bontis 2001:41). Marr et al. (2004:551), as well as Birdthistle (2006:550), suggest that 
knowledge has become the foundation of a business’s success and capability. The 
knowledge embedded in family businesses provides the greatest contributions to strategy 
and is considered the most likely organisational asset contributing to the enduring 
success of the family business (Chirico & Salvato 2008:175). According to Ganotakis 
(2012:497), a “family business’s capacity to compete is closely tied to the knowledge 
levels within the business, specifically knowledge relating to the employees’ capabilities, 
education, and levels of experience”.  
 
As with any business, regardless of its size or nature, knowledge and training are crucial 
to business success (Birdthistle 2006:550). In order to overcome new challenges and 
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market demands, businesses need to encourage the increase of knowledge among 
employees. The effective transfer of knowledge gives family businesses a competitive 
advantage which can be built upon, resulting in a knowledge pool which is difficult for 
competitors to imitate (Lai & Tong 2010:400). Additionally, knowledge nurtures human 
capital, which becomes a resource that ensures the long-term survival of the family 
business (Goldin 2014:1; Lai & Tong 2010:401; Sirmon & Hitt 2003 in Boers & Lora 
2009:15). 
 
Human capital, as embedded in knowledge and in a family business, consists of family 
members, or of a combination of family and non-family members employed in the 
business (Sirmon & Hitt 2003 in Boers & Lora 2009:15). Human capital in family 
businesses is characterised by the greater loyalty, passion, commitment and insightful 
knowledge about the business, which enhances transgenerational potential.  
 
However, the level of professional and well-educated human capital in family businesses 
may be compromised by nepotism, which is common among these businesses. Nepotism 
can negatively influence the longevity of family business (Sirmon & Hitt 2003 cited in 
Boers & Lora 2009:15). Moreover, human capital can potentially be furthered by 
employee or staff development. The development of employees allows the business to 
stay on the same standard as the best in industry, and ensures that employees behave 
favourably towards the business (Armstrong 2014:25). According to CIPD (2017:18), 
businesses that do not develop their workforce may lack the ability to develop competitive 
strategies.  
 
3.3 SUMMARY 
 
Chapter 3 provided an in-depth discussion on each of the resource pools of the familiness 
construct. A broad definition of each resource pool was given as well as a description in 
the context of family business. Thereafter, the nature of each resource pool and how they 
occur in family businesses was described. In Chapter 4, the research design and 
methodology adopted to achieve the objectives of this study will be elaborated on. 
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CHAPTER 4 
 
RESEARCH DESIGN AND METHODOLOGY 
 
4.1 INTRODUCTION 
 
Chapters 2 and 3 led to the achievement of the first methodological objective (MO1) of 
this research study, which was to undertake a theoretical investigation on the familiness 
construct, the STEP framework and its underlying theories, the eight familiness resource 
pools, and the heterogeneity associated with family businesses.  
 
The purpose of the current chapter is to provide an overview of the research design and 
methodology employed in addressing the primary objective of the study. Chapter 4 
commences by briefly describing how the secondary data (literature review) and primary 
data (empirical investigation) are collected in this study. This is followed by an overview 
of the empirical research design adopted. More specifically, the methodological approach, 
the research methodology as well as the data collection and analysis methods adopted 
are described and justified. The chapter concludes with a discussion of how 
trustworthiness was ensured and how several ethical considerations were adhered to.  
 
4.2 LITERATURE REVIEW (SECONDARY RESEARCH) 
 
A comprehensive literature review was undertaken in Chapters 2 and 3. Family 
businesses were introduced by way of discussing a definition, as well as a description of 
their unique nature. This was followed by a comparison between family businesses and 
non-family businesses, as well as a discussion of the heterogeneity that exists among 
them. Chapter 2 also elaborated on the importance of family businesses to the economies 
of countries and the challenges they face. This gave rise to the discussion on the STEP 
framework which seeks to overcome one of the greatest challenges facing family-owned 
businesses, namely their lack of longevity. The STEP framework was briefly described, 
as well as the underpinnings and theories of the framework. This was followed by Chapter 
65 
 
 
3 which focused on the eight familiness resource pools in general as well as in the family 
business context.  
 
In order to undertake the literature review, journal articles, textbooks, and existing thesis 
and dissertations on the topic were consulted. The study made use of search engines 
such as Google and Google Scholar, as well as journal databases such as Emerald, 
EBSCO host, SAGE and Sabinet, to identify extant literature relevant to the current study. 
The library facilities available at the Nelson Mandela University were used to access these 
national and international databases. 
 
4.3 EMPIRICAL INVESTIGATION (PRIMARY RESEARCH) 
 
This section describes the proposed empirical investigation, highlighting the research 
design, research paradigm and methodological approach, the case study methodology 
and the sampling and data collection processes adopted. In addition, the data analysis 
procedures are discussed and the steps undertaken to ensure trustworthiness and an 
ethical process are elaborated on. 
 
4.3.1 Research design 
 
According to Akhtar (2016:68), every research project has a specific framework of 
research in order to obtain its objectives. A research design is a blueprint or framework 
within which the research is undertaken. It starts with the identification of a problem and 
ends with an accurate conclusion and presentation of a research report. This framework 
is referred to as the research design. 
 
Myers (2013:19) asserts that the main purpose of a research design is to offer a map for 
the research as a whole. It specifies the information that needs to be collected, the 
available resources from which the information will be collected, and the necessary 
procedures to collect the information (Myers 2013:19; Sumathi & Saravanavel 2009:86). 
Several research design approaches are possible. Although no simple classification 
66 
 
 
system exists for describing a research design, several descriptors can be used. (Cooper 
& Schindler 2006:138,139). The descriptors as applied to the current study are identified 
in Table 4.1 below.  
 
Table 4.1: Descriptors of the research design 
Category/basis of 
classification 
Options Choice and justification 
Degree to which 
research question is 
crystallised  
Exploratory study 
 
Formal study 
 
Exploratory studies aim to gather new information 
that can be studied in future research (Struwig & 
Stead 2013:6). In the current study the researcher 
sought to gain a better understanding of the 
familiness resource pools in a developing country 
context and to report on better practices for these 
family businesses.  
Method of data 
collection 
Communication 
study  
 
Monitoring 
 
 
Communication studies involve questioning 
subjects and collecting their responses by personal 
or impersonal means. This research study collected 
data from participants involved in family businesses 
by means of personal interviews. 
Power of researcher 
to manipulate 
variables under 
study  
Ex post fact  
 
Experimental 
 
 
In ex post studies there is no control over variables 
of interest in the sense of manipulating them. A 
researcher is only able to report what has happened 
or is happening. The current study seeks only to 
understand the familiness resource pools of the 
businesses by drawing clear and accurate 
information from the respondents and reporting the 
situation as is (James 2016:70). 
Purpose of study  
Descriptive 
Exploratory  
Correlational 
Analytical 
Predictive  
Causal  
Descriptive studies seek to describe certain 
phenomenon (Du Plooy-Cilliers et al. 2014:12). The 
current study seeks to describe the nature of the 
familiness resource pools in a developing country 
context. 
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Table 4.1: Descriptors of the research design (continued) 
Category/Basis of 
classification 
Options Choice and justification 
Process of research  
Qualitative 
 
Quantitative 
 
Qualitative research involves the analysis of data 
that is not amenable to numerical measurement and 
the data analysis is the most complex and 
mysterious of all phases of qualitative research. The 
current study seeks to analyse the familiness 
resource pools of two family businesses which is no 
able to be done numerically. The resource pools are 
not quantifiable, to be put in objective statistics (Du 
Plooy-Cilliers et al. 2014:14–15). 
Logic of research  
Deductive  
 
Inductive 
Deductive research starts by reasoning from general 
assumptions to more specific assumptions, and 
uses existing conceptual and theoretical structures 
for testing theories (Zalaghi & Khazaei 2016:24; Du 
Plooy-Cilliers et al. 2014:48; Elo & Kyngas 
2007:109). In the current study the STEP framework 
served as the conceptual structure against which to 
compare empirical findings.  
Time dimension 
Cross-sectional 
 
Longitudinal 
Cross-sectional research involves obtaining data 
from participants once and reporting the 
phenomenon at one point in time (Du Plooy-Cilliers 
et al. 2014:149). In the current study interviews were 
conducted only once and at one point in time with 
each of the participants.  
Topical scope  
Case 
 
Statistical 
The case methodology provides a thorough and 
detailed description of a social phenomenon that 
exists (Du Plooy-Cilliers et al. 2014:178–179). The 
current study makes use of a case study 
methodology as it seeks to provide an in-depth 
understanding of how FRP occur within each family 
business. 
Research 
environment 
Field settings  
 
Laboratory 
research 
  
Simulation 
A field setting sees a researcher obtain data from 
participants in their natural environment (Du Plooy-
Cilliers et al. 2014:175). In the current study the 
researcher obtained the data from participant by 
doing interviews at their place of work in the family 
business. The data was gathered in their actual work 
environmental conditions. 
Source: Researcher’s own construction 
 
Table 4.1 describes the research design of the current study in term of several 
descriptors. In summary, the current study can be described as exploratory in nature and 
making use of the communication method to collect the data. The study is also descriptive 
in nature and adopts a qualitative methodological approach. Given that the STEP 
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framework serves as the conceptual structure, the logic of the research is deductive. The 
study is cross-sectional and the data was collected in the field. Finally, the current study 
makes use of a case study methodology as it seeks to provide an in-depth understanding 
of how the familiness resource pools occur within selected family businesses.  
 
Although a study’s research design can be described in terms of several descriptors, in 
practice it involves a series of linked decisions (Trafford & Leshem 2011:94), namely 
decisions relating to the research paradigm, the methodological approach, the 
methodology and the research methods (data collection and analysis). Each of these 
decisions as applicable to the current study is described and justified in the sections that 
follow.  
 
4.3.2 Research paradigm 
 
The starting point in the design process of a research study is determining the research 
paradigm that is most applicable to the study. The research paradigm is the framework 
that guides how the research should be conducted. A research paradigm is defined as a 
pattern that consists of reasonable assumptions and a design that is used for collecting 
and interpreting data (De Vos, Strydom, Fourché & Delport 2011:513). “A research 
paradigm describes the cluster of beliefs and dictates how research should be done and 
how results should be interpreted” (Bryman 2012:630). The two traditional paradigms are 
the positivistic and interpretivist paradigms. 
 
Positivism refers to an assumption that knowledge about a phenomenon can be obtained 
by applying scientific methods to experiences (Aliyu, Bello, Kasim & Martin 2014:81; Du 
Plooy-Cilliers et al. 2014:24; Eriksson & Kovalainen 2008:18). “Positivism advocates the 
application of natural sciences methods to study certain phenomena (Du Plooy-Cilliers et 
al. 2014:24). A positivistic research paradigm is most often associated with quantitative 
research methodologies, but, may in some cases also be associated with qualitative 
research methodologies (Aliyu et al. 2014:82; Struwig & Stead 2013:5).  
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The central idea of an interpretivistic paradigm is to interpret and find meaning in social 
events and settings (Eriksson & Kovalainen 2008:19). This paradigm rests on the premise 
that people are fundamentally different to objects and cannot be studied in the same way 
(Du Plooy-Cilliers et al. 2014:27). “Interpretivists believe an understanding of the context 
in which any form of research is conducted is critical to the interpretation of data gathered. 
It assumes that the world is just as people perceive it to be” (Thanh & Thanh 2015:25). 
Additionally, Thanh and Thanh (2015:25) state that the aim of the interpretivistic paradigm 
is to reveal meanings in a phenomenon as it is understood by an individual, a group of 
individuals or among different groups. An interpretivistic paradigm is most often 
associated with qualitative research methodologies (Alasuutari, Bickman & Brannen 
2008:13).  
 
The current research study adopted an interpretivistic research paradigm. Adopting this 
paradigm allows for an understanding of the context in which the research was conducted 
and enables the researcher to uncover meanings in phenomena as understood by the 
various participants. As mentioned above, an interpretivistic paradigm is most often 
associated with qualitative research methodologies. The methodological approach and 
methodology adopted for the current study is elaborated on below. 
 
4.3.3 Methodological approach 
 
The research paradigm adopted for a study influences the methodological assumptions 
of the study. Methodological assumptions are concerned with the process of the research 
undertaken or the methodological approach adopted for a study (Collis & Hussey 
2014:5,48). Methodological approaches can be described as quantitative or qualitative in 
nature (Struwig & Stead 2013:6–13; Eriksson & Kovalainen 2008:16), or as a mixed 
methods approach which is a combination of the aforementioned.  
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4.3.3.1 Quantitative methodological approach 
 
“Quantitative research involves the collection of data so that information can be quantified 
and subjected to statistical analysis” (Creswell 2003:153). Quantitative research seeks to 
distinguish characteristics, experiential boundaries and essential properties, and tends to 
measure the reoccurrence of quantities in order to determine “how much” or “how often” 
they occur (Struwig & Stead 2013:3–4; Amaratunga, Baldry, Sarshar & Newton 2002:17–
31). Several different types of quantitative research designs exist but the most common 
types used are exploratory, descriptive, experimental, and quasi-experimental research 
(Struwig & Stead 2013:6). 
 
Quantitative research generally requires the formulation of hypotheses that guide the 
research study, followed by the collection of the data based on the hypotheses formulated 
(Williams 2007:66). The quantitative data collected is then used to test the hypotheses 
and to test theories. The purpose of quantitative research is to “find relationships or 
correlations that can be generalised, and the data collection method used is designed 
with this objective in mind” (Du Plooy-Cilliers et al. 2014:12). 
 
4.3.3.2 Qualitative methodological approach 
 
In contrast to quantitative research, qualitative research focuses on observations that 
express reality and describe individuals in their natural environments (Yilmaz 2013:315). 
According to Dooly and Moore (2017:3), “qualitative research is a holistic approach which 
involves discovery and is referred to as an unfolding model that occurs in a natural setting, 
enabling the researcher to develop a level of detail from involvement in the actual 
experience”. Qualitative research attempts to take into account the variances between 
people; it lacks structure which allows for theory and concepts to proceed together, 
leading to results that are said to be “rich, meaningful and deep” (Du Plooy-Cilliers et al.  
2014:174; Amaratunga et al. 2002:17–31). 
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Qualitative research intends to comprehend aspects of social life, and its methods 
generally generate words rather than numbers for data analysis (Yilmaz 2013:315). 
Common criticisms of qualitative research include the use of small samples that are not 
representative of the population as a whole, and findings that cannot be generalised. 
Findings are said to often lack rigour and may be biased based on the researcher’s 
opinion. Qualitative research generally aims to answer questions about “what”, “how” or 
“why” as opposed to “how many” or “how much” (Patton & Cochran 2002:3).  
 
According to Cooper and Schindler (2013:196), qualitative research is a methodological 
approach that aims to provide an in-depth and thorough understanding of a situation in 
circumstances where it is deemed important for the researcher to capture the opinions, 
motives, emotions and perceptions of the respondents with regard to the research topic. 
It enables the researcher to make sense of observed phenomena through the meanings 
or opinions of participants, helping the researcher interpret how the world is experienced 
and understood by participants within their social context (Dooly & Moore 2017:3). 
Accordingly, a qualitative methodological approach was adopted in the current study. The 
specific methodology adopted will be described in the section that follows. 
 
4.3.4 Research methodology  
 
The concept of “methodology” refers to the body of methods, rules, or procedures that 
are employed in a discipline. In other words, “methodology refers to a framework of 
theories and principles on which methods and procedures are based”. (Du Plooy-Cilliers 
et al.; Holloway 2005:293). Given that a qualitative methodological approach is adopted 
for the current study, Table 4.2 summarises the various qualitative methodologies.  
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Table 4.2: Qualitative methodologies 
Types Definition 
Hermeneutics 
Hermeneutics is concerned with the theory and method of the 
interpretation of human action (Bryman 2012:28). In other words instead 
of using academic or scientific literature to conceptualise something a 
researcher spends time in the field to learn how participants view it (Du 
Plooy-Cilliers et al.2014:117). 
Ethnography 
Ethnography is a field research approach that involves the description of 
a particular culture that the researcher is interested in exploring. There 
are several forms of ethnographic research, namely, anthropological, 
audience, virtual, institutional, and street ethnography (Morgan-Trimmer 
& Wood 2016:1–2; Du Plooy-Cilliers et al. 2014:176–178). 
Phenomenology 
The phenomenological method is used to describe human experiences 
and perceptions. It is a study of how things are perceived based on 
individual experiences, the way things are experienced and the meanings 
that these things have in these experiences (Zikmund, Babin, Carr, & 
Griffi 2013:136). According to Struwig and Stead (2013:136), 
phenomenology also tries to understand how the relationships of 
individuals affect one another’s behaviour.  
Action research 
Action research focuses on exploring the actions of a phenomenon over 
a period within a certain group of individuals, an organisation or a 
particular community (Du Plooy-Cilliers et al. 2014:196). The aim of 
action research is to understand the social environment that is constantly 
changing and is guided by social justice principles (Collis & Hussey 
2014:67; Struwig & Stead 2011:14) 
Grounded theory 
The grounded theory is an alternative to positivism. Contrary to other 
methods where the researcher draws on theory from existing studies 
through a literature review, with the grounded theory approach, theory is 
grounded in the theory that the researcher is collecting (Glaser 2016:4–
5; Noble & Mitchell 2016:1–3). 
Feminist research 
The central idea behind feminist research is to recognise the subjects of 
research as well as the place of the researcher in the production of 
knowledge (Hughes 2015). According to Fisher (2014:147), an 
empowered relationship between the researcher and the participants is 
enhanced when the researcher listens to the participants and makes a 
meaning of what is being said by the participants (Hughes 2015). 
Case studies 
According to Van Zyl (2014:217), a case study research methodology 
investigates a phenomenon in context by employing a variety of 
techniques. It is the thick and detailed description of a social 
phenomenon that exists in the real world (Du Plooy-Cilliers et al. 
2014:178). 
 
Source: Researcher’s own construction 
 
Given the objective of the current study, the case study methodology was adopted. This 
is one of the most frequently used qualitative research methodologies (Yazan 2015:134). 
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This methodology is used when research “is located in a bounded entity, in a specific 
space or place or in a particular incident” (Quinlan 2011:182). The case study 
methodology allows for an in-depth investigation of a phenomenon within its context using 
a variety of data sources (Creswell 2013:97; Quinlan 2011:182; Baxter & Jack 2008:543). 
In its true essence, the case study methodology explores and investigates contemporary 
phenomena within their real-life context (Dresch, Lacerda & Miguel 2015:1120; Zainal 
2007:2; Yin 1984:23). According to Du Plooy-Cilliers et al. (2014:178–179), the case 
study is able to recount real-life circumstances by rigorously describing the scenario in 
which the phenomenon occurs. The case study methodology is characterised by its 
descriptive nature, narrow focus, the combination of subjective and objective data, and 
its process-orientated approach (Willig 2001:134–135). By using this method the 
researcher is able to go beyond the quantitative statistical analysis and results, and 
provide a more in-depth explanation of the study at hand (Zainal 2007:1).  
 
There are three categories traditionally associated with the case study design; these are 
the illustrative case study, the exploratory case study, and the explanatory case study. 
An illustrative case study tries to understand what happened in a specific case, seeking 
to describe the main characteristics of the case. An exploratory case study sets out to 
explore any phenomenon in the data which is of interest to the researcher. “An 
explanatory case study examines the data closely both at the surface and at a deeper 
level in order to explain the phenomena in the data” (Du Plooy-Cilliers et al. 2014:179; 
Zainal 2007:3). Once the category of case study has been chosen, the researcher needs 
to craft the design of the case study itself. Researchers can adopt either a single-case or 
a multiple-case design. A single-case design studies the phenomenon at a certain point 
in time or in a single occurrence. In contrast, the multiple-case design allows the 
researcher to study the phenomenon in question by drawing on differences and 
similarities between the cases, and significantly, the findings of a multiple-case study are 
strong and reliable (Gustafsson 2017:9; Zach 2006:11).  
 
There are several advantages to adopting a case study methodology. First, the case 
study method is able to “close in” on real-life situations and test views directly in relation 
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to the situation as they unfold in practice, and it provides a detailed analysis of the case 
(Krusenvik 2016:5). Additionally, case studies have the strength to obtain detailed and 
relevant data for the study, therefore the internal validity is high which makes the study 
valuable (Krusenvik 2016:5; Lindval 2007: 274). Other advantages include the ability to 
stimulate new research, to give new insights into phenomena, and to permit investigations 
of otherwise inaccessible situations. The case study methodology also has the ability to 
incorporate the dimensions of time and history of social life, permitting researchers to 
observe the continuity of change within the scope of study (Krusenvik 2016:5). The use 
of a case study methodology facilitates the goal of a qualitative study, which is to focus 
on the specific and subjective experiential reality of the participants (Du Plooy-Cilliers et 
al. 2014:179).  
 
By using the exploratory case study methodology, and more specifically the multiple-case 
study analysis design, the current study seeks to gain an in-depth understanding of the 
nature of the familiness resource pools in a developing country context, and more 
specifically within the automotive industry. This methodology allows the researcher to 
address the “how” and “why” questions concerning the resource pools (Yazan 2015:138). 
Additionally, it enables the researcher to analyse data within each case and across the 
two cases, and to report on differences and similarities between the cases (Gustafsson 
2017:9). There have been various calls to undertake further and more in-depth studies 
on family businesses in developing countries as well as to investigate the heterogeneity 
of these business to gain a fresh perspective (Nordqvist & Zellweger 2010). In view of 
these calls, an exploratory multiple-case study methodology is considered most 
appropriate. The methodological approach and the research methodology determine the 
research methods adopted for a study. The next section will describe the research 
methods used in the current study. 
 
4.3.5 Methods  
 
The research method used in a study describes the sample involved, the data collection 
methods and processes, as well as data analysis techniques (Taylor & Francis 2013:24; 
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Hennik, Hutter & Bailey 2010:275). The sampling technique and the data collection 
methods adopted in the current study are dictated by the research protocols of the STEP 
project. These guidelines as provided, ensure that all researchers participating in the 
research project worldwide follow the same set protocols, and that each study focuses on 
the various components of the STEP framework as intended. The sampling process and 
the data collection method, as well as the data analysis technique adopted in the current 
study, are described below. 
 
4.3.5.1  Sampling process 
 
Sampling is described as a process whereby a sample is extracted from a given 
population as a basis for drawing conclusions about the entire population (Sreejesh, 
Mohapatra & Anusree 2014; Neelankavil 2007:240). The results obtained from the 
sample therefore represent the characteristics of the whole population. Sampling is used 
because it is impossible to investigate and access every single element of a population, 
so a group is chosen that is representative of the population (Du Plooy-Cilliers et al. 
2014:135). There are two main techniques of sampling to choose from, namely probability 
and non-probability sampling. Probability sampling is associated with quantitative 
research, whereas non-probability sampling is associated with qualitative research. Given 
that the current study has adopted a qualitative methodological approach, non-probability 
sampling is most suited and will be described in more detail below. 
 
Non-probability sampling is often used when a study does not need to generalise to a 
population or cannot identify an adequate population to draw the sample from (Blaikie 
2010:176). Therefore, non-probability sampling occurs when the probability of an 
element, respondent or participant being included in a sample is unknown (Etikan & Bala 
2017:1; Maxfield & Babbie 2014:222). Blaikie (2010:176) justifies the use of non-
probability sampling by stating that it is better to have some knowledge that is restricted 
because of the sample, than to have no knowledge at all. When using non-probability 
sampling a researcher uses subjective methods to select the elements in the sample. 
Subjective methods include personal experience, convenience and expert judgement. 
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“Non-probability sampling methods include quota, convenience, snowball sampling and 
purposive sampling” (Du Plooy-Cilliers et al. 2014:142–144; Maxfield & Babbie 
2014:222). Each of these are explained in the paragraphs to follow. 
 
In quota sampling, the central idea is to produce a sample that reflects a population in 
terms of the relative characteristics stipulated in the population parameters (Du Plooy-
Cilliers et al. 2014:143; Struwig & Stead 2013:12; Quinlan 2011:212). Such 
characteristics include gender, ethnicity, age groups, socio-economic groups and the 
industry of a business (Etikan & Bala 2017:1; Bryman & Bell 2011:193; Quinlan 
2011:214). The researcher specifies the characteristics of the elements to be selected in 
order to address the phenomenon being investigated. Once the categories and the 
number of participants have been decided upon, the researcher selects the potential 
participants who fit these categories (Struwig & Stead 2013; Bryman & Bell 2011:193). 
 
Convenience sampling refers to the selection of respondents based on their availability 
and often the sample consists purely of elements that the researcher knows or is able to 
easily access (Etikan, Musa, Alkassim 2016:1–2; Du Plooy-Cilliers et al. 2014:143). As 
such, the researcher selects individuals who are readily available and willing to participate 
in a study (Black 2009:224). Snowball sampling is a process of selecting respondent by 
using one’s network. This sampling technique includes several procedures when 
choosing respondents. Normally the initial respondents are selected by means of 
probability methods and it is these initial respondents who then refer the researcher to 
other potential respondents (Etikan & Bala 2017:2; Struwig & Stead 2011:112).  
 
The central idea of purposive sampling is that the respondents are selected based on the 
judgement of the researcher (Etikan & Bala 2017:1; Struwig & Stead 2011:111). This 
judgement is determined by specific qualities or characteristics that the participant 
possesses, that are representative of the sample population (Etikan et al. 2016:2). 
Although there are numerous different purposeful sampling strategies, criterion sampling 
appears to be the one most often used. The criterion sampling technique is used in the 
current research study. This technique involves selecting cases that meet predetermined 
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important criteria (Palinkas, Horwitz, Green, Wisdom, Duan & Hoagwood 2015:533; 
Patton 2001:238). The use of this sampling technique enables the researcher to select 
case studies (samples) that fit a criteria set, and thereafter to conduct an in-depth 
investigation of these cases (Blaikie 2010:176). Given the specific criteria for sample 
selection given by the STEP project, the sampling technique adopted in the current study 
was that of criterion sampling. 
 
Based on the guidelines of the STEP project, the sampling criteria (Nordqvist & Zellweger 
2010) used to identify the participating family businesses were as follows: 
 
• The family must see their business as a family business; 
• Family ownership in the main operating business is above 50 per cent (voting 
share); 
• The family must have at least one active operating business, not being only a 
passive shareholder or investor; 
• At least second-generation family members must be involved in ownership and/or 
management of the family business; 
• At least 50 employees must be employed in the main operating business; and 
• The family has a transgenerational intention, that is, it has an ambition to pass on 
the business to the next generation of family members. 
 
In the current study, two family businesses that met the criteria above were selected to 
participate. These selected businesses both operate in the automotive industry of the 
South African economy and are at similar family life stages. The reason for choosing this 
industry was its importance to the future of manufacturing in South Africa and the source 
of employment it provides to the country (Cokayne 2017; Le Guern 2017; Naude 
2013:407). Additionally, by investigating cases in the same industry and at the same 
family life stage, the researcher aimed to ensure that the external mediating factors were 
kept as consistent as possible for both businesses. Keeping external mediating factors 
consistent would allow for differences between businesses with regard to the familiness 
resource pools to emerge. These differences would contribute to explaining the 
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heterogeneity among family businesses. In order to show that the two family businesses 
participating in this study meet the sampling criteria as per the STEP guidelines, these 
businesses are profiled below. 
 
 a. Profile of family business A  
 
The Thomas Motor Group (TMG) is a privately owned, second-generation family business 
in South Africa. It is a motor vehicle dealership group which operates in the automotive 
industry. At the time of the interviews, the TMG had an annual turnover of more than 
ZAR 1 billion and employed 344 people (see Table 4.3). 
 
Table 4.3: Family business A details (2014) 
Name: Thomas Motor Group Pty(Ltd) (TMG) 
Form of enterprise: Private company 
Size: 
Turnover: ZAR 1 134 057 633 (2014) 
Number of employees: 344 (2014) 
Main industry: Automotive industry 
Source: Farrington & Venter (2016) 
 
The TMG is entirely (100%) family-owned with the founder’s oldest son, Arthur Thomas, 
the current CEO, owning 60 per cent of TMG. His brother, Clint Thomas, owns the rest of 
the shares (40%) as indicated in Figure 4.1.  
 
Figure 4.1:  Family business A ownership structure (2014) 
 
Source: Farrington & Venter (2016) 
Arthur Thomas
60% 
Shareholding
Clint Thomas
40% 
Shareholding
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In addition to the motor vehicle dealerships, the group has several other interests, as 
illustrated in the TMG’s business portfolio (see Figure 4.2). 
 
 
Figure 4.2:  Family business A portfolio (2014)  
 
 
 
 
Source: Farrington & Venter (2016) 
 
In addition to Arthur and Clint, two other family members are involved in the family 
business. These members are both second-generation family members. Martha Stow, 
the daughter of Arthur, has been employed in the family business for 13 years and holds 
the position of human resources director. Martha also serves as a member on the board 
of directors. Her brother, Michael, is the other family member involved with the family 
business. He has been employed in the family business for approximately two years and 
is the after-sales manager of the business; however, he does not hold a seat on the board 
of directors. 
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 b. Profile of family business B 
 
Sieger Motors is a privately owned, second-generation family business in South Africa. It 
is a motor vehicle dealership group which operates in the automotive industry. At the time 
of the interviews, Sieger Motors had an annual turnover of approximately ZAR 700 million 
and employed 179 people (see Table 4.4). 
 
Table 4.4: Family business B details (2017) 
Name: Sieger Motors Pty(Ltd) 
Form of enterprise: Private company 
Size: 
Combined turnover: ZAR 700 000 000  
Number of employees: 179 
Main industry: Automotive industry 
 Source: Researcher’s own construction 
The founder of the business is Rohan Sieger who, shortly after the establishment, was 
joined by his brother, Willmar Sieger. Willmar (who is also the father of Ryan) is no longer 
involved in the day-to-day operations of the family business, but still holds shares in the 
business. Sieger Motors is entirely (100%) family-owned and the founder’s nephew, Ryan 
Sieger, is currently the CEO and has worked for the family business for 13 years. His son, 
Luke Sieger (grandson of one of the founders), is also full-time involved in the business 
as a branch manager at one of the outlets and he has been working at the family business 
for 11 years. 
 
The two sons of founder Rohan Sieger are also involved full-time in the business, as well 
as their spouses. Kane Sieger (son of Rohan) is a shareholder, as well as a sales director 
in the business. Kane’s wife Chenay is a sales manager. Kane has worked in the family 
business for 34 years, while Chenay has been working in the business for four years. 
Fred Sieger (Rohan’s second son), is a shareholder as well as after-sales director in the 
business, and his wife Lisa is the paymaster. Fred has worked for the family business 37 
years and Lisa nine years. Their son Fred Jr. (grandson of the founder) is a mechanics 
apprentice in the business and has worked for the business for seven months.  
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Figure 4.3: Family business B ownership structure (2017)  
 
Source: Researcher’s own construction 
 
In addition to the motor vehicle dealerships, the group has interests in property and 
engineering, illustrated in the Sieger business portfolio in Figure 4.4. 
 
Figure 4.4:  Family business B portfolio (2017)  
 
 
Source: Researcher’s own construction 
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Given the profiles of the two family businesses presented above, it can be seen that they 
meet the criteria as laid out for participation in the STEP guidelines. The next section will 
describe the data collection method used in this study. 
 
4.3.5.2  Data collection method 
 
According to Myers (2013:26), the choice of the method of data collection should enable 
a researcher to collect all the information necessary to provide answers to the research 
questions. There are various methods of data collection in qualitative research, the most 
common of which are participant observations, focus groups, and interviews (Quinlan 
2011:480,481; McNabb 2013:81; Gill, Stewart, Treasure & Chadwick 2008:291). A 
description of each of these will be given in Table 4.5. 
 
Table 4.5: Qualitative data collection methods 
Method Description 
Observations 
The researcher engages in observing and recording the phenomenon 
under investigation. 
Focus groups 
The researcher uses a group of participants in a focused discussion on 
the issue under investigation. 
Interviews The researcher speaks to the participant directly. 
Source: Du Plooy-Cilliers et al. (2014:174–189) 
 
In order to collect the data in the current study, personal interviews with key members 
(participants) within the family business were undertaken. Interviews are a systematic 
way of talking and listening to people (Bordens & Abbott 2011:272). Interviews, as a 
means of collecting data, are well-recognised and are an effective means to reach the 
target audience in this study. They allow the researcher to directly examine how the 
participants interpret their everyday roles within the business (Bordens & Abbott 
2011:272; Pettigrew 1997:337). Interviews allow for the collection of factual data and 
enable a researcher to conduct comparisons between cases in order to achieve the 
objectives of the study (Hesse-Biber & Leavy 2006:125; Creswell 1998:124).  
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According to Edwards and Holland (2013:29), there are two main types of interviews 
generally used for data collection in qualitative research, namely semi-structured and 
unstructured interviews (Blaikie 2010:207). “In a semi-structured interview, the researcher 
has a list of questions or series of topics that they want to cover in the interview, also 
known as an interview guide” (Edwards & Holland 2013:29). The semi-structured 
interview allows the researcher to be flexible in asking questions as well as in participant 
response. The researcher can probe further answers and dialogue to gain a deeper 
understanding or clarify a participant response. In an unstructured interview, the 
researcher clearly has the aim of the research and the topic of the study in mind, but lets 
the participant talk from their own perspective, using their own frame of reference and 
meanings (Blaikie 2010:207). According to Edwards and Holland (2013:30), the key to 
successful unstructured interviews is that “the researcher is able to develop unexpected 
themes and adjust the content of interviews, and possibly the emphasis of the research, 
as issues emerge from the interviews”. 
 
The use of interviews also provides several advantages. First, the researcher is able to 
probe participants to talk about their experiences in their own words, allowing unexpected 
data to emerge. In addition, the researcher has more opportunity to ask follow-up 
questions to obtain additional information, and there are no potential distractions or peer 
pressures (which may occur in focus groups). Furthermore, interviews could be potentially 
insightful and enable researchers to find highly valuable information quickly (Steber 
2017). Against this background, semi-structured interviews were undertaken in the 
current study to gather the necessary data from the participants. 
 
A semi-structured interview guide was used to guide the interviews in the current 
research. This guide was provided by the STEP project (see Annexure A). The interview 
guidelines provided an accepted approach on how to conduct the interviews so that the 
required data could be collected. The interview guide was also used to formulate 
additional questions for the interviews, where necessary. The interviews were recorded 
with a voice recorder and, once conducted, were transcribed into text using MS Word.  
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In line with the guidelines of the STEP project, five or more interviews with key actors in 
each case were conducted. These actors could include a combination of the following: 
 
• A controlling owner working as CEO and/or chairman of the board in the business; 
• The CEO/president of the business whether family or non-family; 
• At least one more family member owner (if existing) who is active in the business 
(as board member and/or employee); 
• At least one family member active in the main business (as board member and/or 
employee) who represents a different generational perspective from the people 
mentioned above (the point is to get a multigenerational leadership perspective); 
and 
• At least one non-family member active at the top management level of the main 
business. 
 
The process for soliciting the two family businesses for this study was conducted in the 
following manner: 
 
• The CEOs of both businesses were contacted via telephone, and requested to be 
part of the study. 
• Upon permission being granted, the CEOs gave the contact details of the relevant 
participants who met the criteria above.  
• In the case of family business A, each of the participants was contacted by 
telephone by the researcher and appointments for the interviews scheduled. 
• In the case of family business B, the CEO scheduled the interviews with the 
relevant participants. 
• All interviews were conducted in English on the two businesses’ premises. 
 
Tables 4.6 and 4.7 provide brief profiles of the various participants interviewed from both 
businesses. In Table 4.6 it can be seen that the participants interviewed from family 
business A were a balance between family and non-family members in the business. The 
table highlights each participant’s generation and position in the business as well as their 
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shareholding percentage, where applicable. Additionally, the length of employment of 
participants varied from two to 43 years and the average interview length was between 
two and three hours. Table 4.7 details several participants who were interviewed for family 
business B. These include an array of family members as well as employees and one 
external board member. The table highlights each participant’s generation and position in 
the business as well as their shareholding percentage if applicable. Participants were 
employed from seven months to 37 years. The average interview time was one hour; 
however, the interview with the CEO lasted two hours and 24 minutes. 
 
The next section which follows Tables 4.6 and 4.7, describes the data analyses 
undertaken in this study. 
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Table 4.6:  Profile of participants – Family business A 
 
*Note that names of family members, interveiwees and places were changed for the protection of participants’ privacy 
 
Source: Farrington & Venter (2016)
Participant* 
Family/non-
family 
Relation & 
generation 
Position in 
business 
Shareholder 
Length of 
employment 
Interview 
date(s) 
Interview length 
Arthur Thomas Family 
Son of founder, 
2nd generation 
CEO 
Yes 
60% 
41yrs 
3/07/2013 & 
20/08/2013 
3h30min 
Clint Thomas Family 
Son of founder, 
2nd generation 
Director of 
operations and 
sales 
Yes 
40% 
43yrs 12/08/2013 2 hrs 
Gavin Bowden Non-family n/a 
Dealer principal 
and financial 
director 
No 10yrs 
14/08/2013 & 
23/08/2013 
3h30min 
Martha Store Family 
Granddaughter 
of founder, 
3rd generation 
Human 
resources 
director 
No 10yrs 
22/08/2013 & 
1/10/2013 
3 hrs 
Michael Thomas Family 
Grandson of 
founder, 
3rd generation 
Customer 
service manager 
No 2yrs 21/08/2013 1h30min 
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Table 4.7:  Profile of participants – Family business B 
*Note that names of family members, interveiwees and place were changed for the protection of participants’ privacy 
 
Source: Researcher’s own construction 
 
Participant* 
Family/non-
family  
Kinship relation 
and generation 
Position in 
business 
Shareholder 
Length of 
employment 
Interview date 
Interview 
length 
Ryan Sieger Family  
Nephew of 
founder, 2nd 
generation 
CEO/Dealer 
principal 
25%  13yrs 06/06/2017 2h24min 
Fred  Sieger Family  
Son of founder, 
2nd generation 
After sales 
director 
25% 37yrs 05/06/2017 1h12min 
Kane  Sieger Family  
Son of founder, 
2nd generation 
Sales director 25% 34yrs 05/06/2017 1h20min 
Luke  Sieger Family  
Grandson of 
founder, 3rd 
generation (son 
of Ryan) 
Branch manager 0 11yrs 06/06/2017 1h40min 
Chenay  Sieger Family member 
Wife of Kane 
Sieger, 2nd 
generation 
Sales manager 0 4yrs 05/06/2017 32min 
Lisa  Sieger Family member 
Wife of Fred 
Sieger 2nd 
generations 
Paymaster 0 9yrs 05/06/2017 1h 
Fred Junior Sieger Family member 
Grandson of 
founder, 3rd 
generation (son 
of Fred and Lisa) 
Apprentice 0 7 months 06/06/2017 31min 
John West Non-Family  n/a 
After sales 
manager 
0 20yrs 06/06/2017 35min 
Nico Oberholzer 
(NT) 
Non-Family  
External advisor, 
2nd generation 
External director 
(charted 
accountant) 
0 n/a 05/06/2017 1h45min 
William Eddy Non-Family n/a External director 0 n/a 20/06/2017 54min 
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4.3.5.3  Data analysis  
 
Miles et al. (2014:5) describe data analysis as “the process of bringing order, structure 
and meaning to a mass of raw data collected”, whereas Bazeley and Jackson (2007:68) 
describe data analysis as a way of working intensively with rich data. Through the process 
of organising and recording the collected information, data analysis provides the basis for 
interpretation so that it can be interpreted accurately (Elo, Klaariainen, Kanste, Polkki, 
Utriainen & Kyngas 2014:1). Depending on the objective of the study and the nature of 
the data, the data can be analysed quantitatively or qualitatively. Qualitative data analysis 
was undertaken in the current study. 
 
 a.  Qualitative data analysis  
 
Qualitative data analysis involves the analysis of data that is not amenable to numerical 
measurement, and the analysis phase is the most complex and mysterious of all phases 
of qualitative research (Bacon-Shone 2015:16; Lancaster 2005:161; Sally 2000:68). 
“Qualitative data analysis is concerned with the transformation of raw data by searching, 
evaluating, recognising, coding, mapping, exploring and describing patterns, trends, 
themes and categories” (Ngulube 2015:1). Quinlan (2011:420) asserts that the main 
function of qualitative data analysis is to develop a thick, rich and complete account of the 
phenomenon under investigation. In other words, qualitative data analysis is performed 
to transform primary data into rich descriptions of the findings (Sreejesh et al. 2014). 
Undertaking qualitative data analysis involves working with data, organising it, breaking 
it down, synthesising it, and searching for patterns, discovering what is important, what is 
to be learnt and finally interpreting the data (Japhet & Usman 2013:29).   
 
Dawson (2009:119–125) identifies four types of qualitative data analysis: thematic 
analysis, comparative analysis, content analysis and discourse analysis. Thematic 
analysis “is used to analyse classifications and present themes that relate to the data. 
This type of analysis illustrates the data in great detail and deals with diverse subjects” 
(Ibrahim 2012:40). Comparative analysis has an interest in “the explanatory question of 
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why observed similarities and differences exist between cases” (Pickvance 2005:2). 
Content analysis on the other hand, is the gathering and analysis of text which is written, 
spoken or visualised. The central idea of content analysis is that words of the text may be 
classified into content categories (Du Plooy-Cilliers et al. 2014:234; Struwig & Stead 
2013:12). Finally, discourse analysis looks at the impact of ways of talking or behaving. 
Discourse analysis is closely related to linguistics and tries to discover patterns that have 
functional relevance to people (Du Plooy-Cilliers et al. 2014:243; Struwig & Stead 
2013:13). In the current study, the data collected by means of the personal interviews 
was analysed using content analysis and comparative analysis. Each of the 
aforementioned will be elaborated on below. 
 
 b.  Content analysis  
 
Content analysis involves the gathering and analysis of written text. Analysing written text 
involves the “subjective interpretation of the content of text data through the systematic 
classification process of coding and identifying themes or patterns” (Du Plooy-Cilliers et 
al. 2014:191). This analysis is aimed at drawing inferences from the text within their 
context to unmask the insights and deeper meanings revealed by the research 
participants (Elo & Kyngas 2007:108; Lancaster 2005:161). There are various 
approaches to content analysis, namely conventional content analysis, summative 
content analysis and directed content (Hsieh & Shannon 2005:1279). 
 
Conventional content analysis is an approach that is appropriate when the existing 
information on a phenomenon is limited – which means that themes and sub-themes 
emerge from data (Lichtman 2013:259), whereas summative content analysis approach 
is concerned with identifying and quantifying words or content found in the text and then 
interpreting the quantified data. Divided into two steps, summative content analysis would 
start with identifying and quantifying words to explore the frequency of the issues 
emerging from the data. The second step would be interpreting the quantified issues by 
linking the frequency of occurrence to the underlying meaning of these issues (Lichtman 
2013:259; Hsieh & Shannon 2005:1283). 
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Directed content analysis focuses on validating or extending a theoretical framework or 
theory. A directed content analysis is adopted when a researcher wants to further 
describe a certain phenomenon (Hsieh & Shannon 2005:1281). “This approach provides 
predictions about the variables of interest, therefore helping to determine the initial coding 
scheme” (Assaroudi, Nabavi, Ebadi & Vaismoradi 2018:44). A directed approach was 
used in the current study, as it seeks to validate the existing STEP framework and to gain 
more insights into the familiness resource pools in a developing economy context. 
 
Content analysis can occur inductively or deductively. Inductive content analysis is an 
approach used when little former knowledge about a phenomenon exists, or if knowledge 
relating to the phenomenon is fragmented. With this approach, the researcher examines 
the data, and themes and categories emerge from the data. By contrast, deductive 
content analysis is used when “the structure of analysis is operationalised on the basis of 
previous knowledge and the purpose of the study is theory testing” (Elo & Kyngas 
2007:109). On this basis, deductive content analysis was undertaken because the eight 
familiness resource pools identified in the STEP framework served as the main research 
themes. Each resource pool was categorised as a theme and codes based on these eight 
themes were established before examining the data (Du Plooy-Cilliers et al. 2014:234; 
Elo & Kyngas 2007:109).  
 
In addition to undertaking the directed and deductive content analysis, a comparative 
analysis was also undertaken. Comparative analysis involves comparing one piece of 
data to others, in order to develop an understanding of the relationships between the 
different pieces of data (Miles et al. 2014:284). By doing this, the researcher attempted 
to identify and generate explanations for similarities and differences that exist between 
eight resource pools of the two participating family businesses. This enabled the 
researcher to develop a better understanding of the practices adopted by the participating 
family businesses, and to propose best practices in a developing country context. 
 
The section below identifies and briefly describes the steps in involved when undertaking 
qualitative data analysis in the current study. 
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4.3.5.4  Data analysis steps 
 
When undertaking a qualitative content analysis a researcher follows several steps. Table 
4.8 provides an outline of the eight steps recommended by Zhang and Wildemuth 
(2009:309–311) when undertaking qualitative content analysis, as described below. 
 
Table 4.8:  Steps in qualitative content analysis 
Steps Explanation 
Step 1 Prepare the data 
Step 2 Define the coding units to be obtained  
Step 3 Develop categories and a coding scheme or coding framework 
Step 4 Test your coding scheme/framework on a sample text 
Step 5 Code all text 
Step 6 Assess your coding consistency 
Step 7 Draw conclusions/interpret data 
Step 8 Report research findings  
Source: Zhang & Wildemuth (2009:309–311)  
 
In the first step (preparing the data), the researcher set out to transcribe, organise and 
convert the raw data into usable data and information. This included transcribing the full 
interview recordings into digital format (paper) to enable the researcher to use them 
(O’Connor & Gibson 2003:65). During this data preparation stage (step 1), the researcher 
was able to get a general feel for the data gathered and could make side notes and 
memos relating to data. “Memo-ing” the data involved making reflective notes while 
reading through the interview transcripts. It is important to note that at this step the 
researcher was guided by the research objectives of the study as well as by the STEP 
framework (Du Plooy-Cilliers et al. 2014:236; Zhang & Wildemuth 2009:309).  
 
The second step involved defining the coding units to be analysed. A coding unit is in 
most cases a word, phrase, or sentence that is in essence capturing what is being marked 
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in the coding process (Saldana 2009:3). Prior to undertaking the research, the researcher 
needed to decide on the type of coding units or concepts to be used in the research study 
(Miles et al. 2014:71-72; O’Connor & Gibson 2003:68). The type of coding units decided 
upon depends on the type of codes used. Hennik et al. (2011:218) identify two types of 
codes, namely inductive and deductive codes. Inductive codes are formed from reading 
the data and are not based on existing theory. Inductive codes are interpretative and are 
appropriate when there is little knowledge about the phenomenon (Castro, Pinto & 
Simeonsson 2014:98). On the other hand, deductive codes are formed based on existing 
themes from the literature (Miles et al. 2014:81). Deductive codes are descriptive in 
nature and are theory-testing driven (Castro et al. 2014:98). This study makes use of 
deductive coding. Deciding on coding units assists in the development of the coding 
framework to be implemented when undertaking the coding process (Sullivan 2009:427). 
In the current study the eight resource pools, as stipulated by the STEP framework, 
served as the initial coding units to be analysed. 
 
The third step in undertaking the content analysis involved the development of categories 
and a coding scheme or conceptual framework (Rose, Spinks & Canhoto 2014:4). Under 
normal circumstances this would entail grouping related codes together to form 
catogories of codes (Du Plooy-Cilliers et al. 2014:238). Thereafter, the researcher would 
develop a conceptual framework which assists in the coding of the data. However, as 
mentioned earlier, the current study makes use of a deductive approach to content 
analsyis, and codes are thus deductively established. Deductive codes are based on 
previous theories (Rose et al. 2014:4). The deductive codes in the current study were 
based on the eight familiness resource pools as identified in the STEP framework and 
their descriptions as per the literature. Key words and phrases associated with each of 
the resource pools were identified in the literature. These key words and phrases were 
used to describe the nature of each of the eight familiness resource pools of the two 
participting family businesses. The coding scheme used in the current study is presented 
in Table 4.9. The key phrases from the literature were used to guide the second-cycle 
coding and to describe the nature of each familiness resource pool in the participating 
family businesses. 
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Table 4.9:  Coding scheme  
Unit Key phrases 
Leadership 
“ability to equip, train and influence subordinates”; “ability to engage and 
focus subordinates on vision (Silva 2016:2; Algahtani 2014:75; Winston & 
Patterson 2006:8)  
“influencing process”; “voluntary participation of subordinates” (Bhatti et al. 
2012:192)  
“the heart of decision-making”; “ability of a leader to connect with 
subordinates” (Davis 2014; Nanjundeswaraswamy & Swamy 2014:57) 
Networks 
“action of developing and maintaining relationships with others” (Forret & 
Dougherty 2004:420) 
“are internal and external, formal and informal relationships” (Deiters & 
Heuss 2014:99; Kets de Vries & Carlock 2010:43) 
“can assist a business by” (De Klerk & Greeff 2010:264) 
Capital 
“[how financed] different types of capital.” (Li et al. 2014:135) 
“[what is available to them] access to financial capital” (Koropp et al. 
2014:307; Fatoki 2011:198) 
“internal and external financing” (Sirmon & Hitt 2003:342).  
“[how made] financial decisions ” Pihkala (2014:17)  
“[degree of risk adversity in decision-making] risk adversity.” (Keasey et al.  
2015:7; Koropp et al. 2014:308). 
Decision-
making 
“way in which arrive at solutions or make decisions”. Olcum and Titrek 
(2015:1937) 
“levels on which decisions are made”, “quicker and more effective” (speed) 
(Echevarria 2017:5). 
“[who is] the final decision-maker (Parker 2013:57; Stoilkovska et al. 
2013:18) 
”[extent] consultation with family members” (Allio 2004:26).  
“[values and beliefs] drivers in the decision-making process (Heck 
2004:383). 
“[role of] external influence on decision-making (Lopez-Vergara 2013:14; 
Oudah et al. 2018:6).  
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Table 4.9:  Coding scheme (continued) 
Culture 
“the way things are done here” (Adiguna 2015:2) 
“[in terms of] culture is the values, norms, behaviors and languages, 
shared and learnt world experiences” (Stoffers et al. 2015:199)  
“ [Role of founder] enduring values of the founder(s) shape the business 
(Cruz et al. 2012:148; Duh et al. 2010:475) 
“[Physical evidence of] culture is comprised of four layers: artifects, values, 
perspectives and assumptions. (Ramadani & Hoy 2015:24-25; Sharpe 
2014:16) 
“[Role of vision] the vision of the family business and has a significant 
influence on the culture (Neff 2015:3)  
“[next generations’s perspective] subsequent generations desire to 
preserve the values and beliefs of their family business founders (Heidrich 
et bal. 2015:73) 
Relationships 
“course of social interaction” (Oliveira & Wegner 2013:213-216) 
“[what relationships exist] working and family relationships (McGrath & 
O’Toole 2017:6; Montemerlo 2000:212)  
“Bridging relationships…to fulfil their resource requirements [external 
relationships] (Gupta & Levenburg 2012:59) 
“[Nature of external relationships] family businesses form relationships of 
trust externally too, with the community, customers and suppliers…” 
(Eboru 2014:2) 
“Bonding relationships occur within family and friendship territories.” 
(Newell et al. 2004:49) 
“(Describe internal relationships) rooted in mutual trust, loyalty and 
commitmment” (Wu & Pan 2012:151; Rudawska 2010:10).  
Governance 
“structures and processes that exist to direct and control the business and 
relationships in it” (Sarbah & Xiao 2015:40) 
“building and sustaining a set of structures and processes” (Nordqvist et 
al. 2014:193) 
“articulates and communicates the family’s vision, mission, objectives and 
values, manages conflict, builds trust and facilitates effective 
communication”(Villalonga et al. 2015:649; Gersick & Feliu 2014:197 
“family and business governance structures” (Villalonga et al. 2015:649; 
Rodrigues & Marques 2013:52-53) 
“board composition and board size in family businesses can influence.” 
(Che & Langli 2015:11) 
“policies and regulations set in place by the governance structures.” 
(Menendez-Requejo 2017:321; Sarbah & Xiao 2015:48)  
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Table 4.9:  Coding scheme (continued) 
Knowledge 
“intangible asset and cannot be directly observed (Gottshalk 2007:11; Hunt 
2003:100) 
“experience and education of an individual, group knowledge, public 
knowledge and common sense. (Abhary et al. 2009:1755) 
“sum of expertise, skills, experiences and abilities applied by individuals in 
the form of worldviews, theories and actions to solve problems” (Hatak & 
Roessl 2015:10) 
“experiences and history of the family business and ineractions between 
employees” (Chirico & Salvato 2008:172; Bontis 1998:64)  
“Mentoring and sharing knowledge across generations” (Van Niekerk et al. 
2015:68; Warnar 2012:11-12) 
“Tacit knowledge” (Boyd et al. 2015:21) 
“Developing knowledge” (Miller et al. 2015:6).  
“Human capital is embedded in knowledge and in a family business” 
(Sirmon & Hitt 2003 in Boers & Lora 2009:15). 
Source: Researcher’s own construction 
 
After the coding scheme was developed, the fifth step involved undertaking a pilot study. 
A pilot study is essential so that problems with the coding scheme or with the coder’s 
ability to apply it, can be identified (Rose et al. 2014:4; Du Plooy-Cilliers et al. 2014:240). 
The pilot study included undertaking a content analysis of one of the transcripts and the 
codes and the coding process being verified by a third party. Once the coding scheme 
had been finalised, step 5 also included the process of coding itself. As suggested by 
Rose et al. (2014:4), as well as Zhang and Wildemuth (2009:310), the process of coding 
the data involved carefully scrutinising the data, and taking notes of meanings and any 
other relevant information.  
 
Several forms of coding exist, namely line-by-line coding, open or substantive coding, 
axial coding, selective coding and thematic coding. Line-by-line coding is a form of 
microanalysis which allows the researcher to read through the text line by line while 
marking certain phrases, sentences or paragraphs. Open or substantive coding is related 
to words and phrases in the text, which are identfified and noted in a separate document. 
The researcher then groups these units into larger categories. Axial coding coding is “a 
set of procedures whereby data is put back together in new ways after open coding, by 
making connections between categories” (Du Plooy-Cilliers et al. 2014:240). Selective 
coding involves choosing the core or essential codes that closely correspond with the 
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characteristic behaviour that has been observed within the field, or the codes that are 
adequately describing the central notion of the research study (Henning, Van Rensburg 
& Smit 2004:130–132). Thematic coding is the process of data reduction by identifying 
themes based on the literature reviewed in the research. In the current study, thematic 
coding with a deductive approach was used. Thematic coding was possible because the 
researcher used the themes (eight resources pools) as identififed by the STEP framework 
(Du Plooy-Cilliers et al. 2014:241; Henning et al. 2004:130–132).  
 
The software programme Atlas.ti 8 was used to undertake the coding process in the 
current study. The use of computer-aided data analysis is extremely helpful and enabled 
the research to report data more effectively (Rose et al. 2014:5; Henning et al. 2004:132). 
Coding was divided into two major groups: first-cycle coding and second-cycle coding. 
The first of these involved assigning codes to the data chunks relating to the eight themes 
or eight familiness resource pools. In the second-cycle of coding, the data chunks for 
each theme were further coded by using the key phrases in the coding scheme (see Table 
4.9) to describe each of the resource pools. 
  
Following on from Step 5, Step 6 in the qualitative content analysis is to assess the coding 
consistency and reliability by ensuring that the codes reflect that which they set out to 
reflect, and that different coders would code the data in the same way (Campbell, Quincy, 
Osserman & Pederson 2013:295). Ensuring coding consistency and reliability is 
necessary because human error may obstruct the coding process, including data 
overload, confidence in judgement, information availability and missing information 
(Bergin 2011:7). To ensure that different coders would code the data in the same way, 
the researcher and a third party coded the data separately and then compared their codes 
to those in the coding scheme. Where necessary, codes were revised to ensure 
consistency and reliability. 
 
In steps 7 and 8, the data was reported and interpreted using quantitative techniques (Du 
Plooy-Cilliers et al. 2014:242–243; Rose et al. 2014:5). These included word clouds, 
network diagrams and co-occurrence tables. Inferences were than drawn, comparisons 
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made and interpretations presented. The next section of the thesis deals with the 
trustworthiness and ethical considerations of the study. 
 
4.3.7 Trustworthiness 
 
To address the issue of reliability and validity in qualitative studies, the trustworthiness of 
the data and the process has to be established by the researcher (Yin 2011:78). “The four 
criteria for judging the trustworthiness of qualitative data are credibility, transferability, 
dependability, and confirmability” (Anney 2014:272; Loh 2013:4–6; Babbie & Mouton 
2001:277–278). Table 4.10 summarises each of the aforementioned criteria. 
 
Table 4.10: Trustworthiness criteria 
Criterion Definition Strategies  
Credibility 
Accuracy with which the researcher 
interprets data. 
Prolonged engagement in field 
or research site 
Triangulation 
Transferability 
The capacity of the findings to be applied to 
a similar situation and delivering the same 
outcomes. 
Provide thick description 
Use of purposive sampling 
Dependability 
The quality of the process of integration that 
takes place between the data collection 
method, data analysis, and the theory 
generated from the data. 
Audit trail 
Stepwise replication 
Confirmability  
Refers to how well the data collected 
supports the findings and interpretation of 
the researcher. 
Reflexive journal 
Assessing integrity 
Source: Anney (2014:275–279); Du Plooy-Cilliers et al. (2014:258) 
 
As highlighted in Table 4.10 there are several strategies available to qualitative 
researchers to ensure there is no threat to the trustworthiness of their data and results. 
To ensure credibility in a study, researchers prolong their engagement in the field of 
research by doing repeated interviews and making observations of the field and the 
participants in their natural environment (Anney 2014:275–279; Yin 2011:79). In the 
current study, the researcher achieved credibility by reporting accurate and complete data 
to reflect the true observations. The researcher became involved in the research process 
of this study for an extended period and gained an in-depth understanding of the subject 
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under investigation. Additionally, the researcher enlisted the assistance of his supervisors 
who are experts in the field being studied (Anney 2014:276; Cutcliffe & McKenna 
1999:376).  
 
Transferability refers to “the extent to which the findings of a study can be applied in other 
contexts or to other respondents” (Babbie & Mouton 2001:277). Transferability is the 
ability of a researcher to give a rich and extensive set of details concerning the 
methodology and context of the study (Li 2004:305). To enhance the transferability of the 
data in the current study, the researcher ensured precise and detailed descriptions so 
that the reader could judge transferability. This was done in line with Lincoln and Guba’s 
(1985:316) strategy for transferability, where qualitative researchers are encouraged to 
provide rich and thick explanations of the sample and participants to enhance 
transferability of a qualitative study.  
 
Dependability is concerned with the researcher’s responsibility to offer information that 
can be obtained if the same study is repeated. Elo et al. 2014:3,7) add that good 
qualitative studies provide a detailed explanation of the method that was followed to 
collect data, as well as the methods used to analyse the data. Both Wahyuni (2012:77) 
and Babbie and Mouton (2001:278) highlight the importance of dependability, which was 
ensured in this study by making use of the STEP project guidelines and research process 
to ensure a thorough and well-documented methodology.  
 
Finally, confirmability can be enhanced by keeping a journal which allows the researcher 
to keep record of all reflective events that happened in the field of research, and personal 
reflections on the study. Confirmability of research findings refers to the researcher being 
able to prove that the data obtained was not fabricated by the participants to ensure a 
predetermined outcome by them. Therefore, the researcher needs to be sceptical at all 
times about information given to him/her and use good interviewing techniques (Anney 
2014:279). To ensure confirmability in this study, the researcher ensured that all research 
records (interview schedule, interview transcripts and fieldwork notes) and data analysis 
decisions were kept for possible future reference and research. Furthermore, the 
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research process followed was accurately described and an audit trail was left for others 
to determine whether conclusions and interpretations can be supported and traced back 
to their original sources.  
 
In addition to ensuring the trustworthiness of the study, several ethical considerations 
were also taken in account, each of which are elaborated on in the section that follows. 
 
4.3.8 Ethical considerations 
 
There is increased attention given to ethical regulations when conducting research 
studies. As such, several ethical considerations must be taken into account when 
conducting research (Dongre & Sankaran 2015:1187–1191; Schostak 2006:136). 
Research concerning human participants needs to be based on fundamental moral 
commitment to the individuals involved and to advance human welfare, knowledge and 
understanding. There are several guiding moral principles governing ethical review of 
research. “These principles aim to protect the wellbeing of the research participants and 
volunteers” (Scott 2013:78).  
 
The main purpose of incorporating ethics into research is to make certain that no one is 
harmed or suffers adverse effects as a result of the research (Cooper & Schindler 
2013:28). Numerous ethical considerations were taken into account in this study, namely 
obtaining informed consent from participants and ensuring their privacy, confidentiality 
and anonymity (Boeije 2010:45). How these were achieved in the current study will be 
described below. Additionally, the study was subjected to the research ethics approval 
procedures of the Nelson Mandela University, where it was deemed that no harm to 
humans exists within the study (see Annexure B).  
 
4.3.8.1  Informed consent  
 
Informed consent means that the participants are placed in a situation that allows them 
to decide whether and how to participate in a research study (Boeije 2010:45). According 
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to Dongre and Sankaran (2015:1191), researchers have the ethical obligation to confirm 
that participants are completely informed of the nature of the research. This guarantees 
that participants willingly partake in a study (Rubin & Babbie 2016:85). In the current 
study, participants were telephonically requested to participate in the study. Prior to the 
request, documents relating to the STEP project as well as the interview guide were given 
to the family business owners. Participants took part in the study without being forced, 
and were informed that the study could contribute to the transgenerational potential of 
their businesses. In addition consent forms were signed by the family business owners.  
 
4.3.8.2  Right to privacy 
 
Privacy in a research study refers to the protection of the interest of participants (Boeije 
2010:46). Researchers need to know that participants’ right to privacy is protected, which 
entails keeping collected data private, undisclosed and away from public scrutiny (Collis 
& Hussey 2014:310). Thus, the researcher may not disclose such information to third 
parties (Boeije 2010:46). In this study, the researcher maintained the privacy of all the 
participants as well as the family businesses themselves. This was done by using 
pseudonyms for the participants and the family businesses not disclosing any information 
or details of the participants or their family business matters. 
 
4.3.8.3  Right to confidentiality  
 
Confidentiality is concerned with how the collected data is handled in the research 
process to ensure privacy. Confidentiality assures that the information provided by the 
participant will not be disclosed publically in a manner to exploit the business or the 
participant (Du Plooy-Cilliers et al. 2014:267–268; Boeije 2010:46). In the study, the 
researcher signed a confidentiality agreement to ensure that he was prohibited from 
sharing information gained in the study.  
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4.4  SUMMARY 
 
Chapter 4 highlighted the research design and methodology adopted in this study. The 
first part of the chapter detailed how the literature review was conducted. It was followed 
by a brief introduction to the methodology of the empirical investigation of the study. 
Thereafter, the research design of the study was introduced and the paradigm was 
identified with specific reference to qualitative research as the preferred methodology in 
this study. Next, the research methodology was addressed in order to determine the 
appropriate methods for this study. This was followed by descriptions of the sampling 
process, the data collection method and data analysis methods used in the study. The 
chapter concluded with discussing the trustworthiness and ethical considerations of the 
research and how these were ensured by the researcher by the study. 
 
Chapter 5 describes the backgrounds of each family and the business environment of the 
two family businesses. The chapter gives a brief description of both the Thomas and 
Sieger families, followed by the generational involvement in the business of each family. 
The life stages of the family and firm are discussed, including the historical development 
of the family business as well as the ownership succession and leadership succession. 
Chapter 5 concludes by describing the South African business environment, the national 
and regional cultural influences, and the automotive industry.  
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CHAPTER 5  
 
CASE BACKGROUND AND BUSINESS ENVIRONMENT 
 
5.1 INTRODUCTION 
 
In Chapter 4, the research design and methodology adopted to achieve the objectives of 
this study were elaborated on. As explained in Chapter 4, two family businesses were 
selected as case studies. These cases are described this chapter.  
 
In the present chapter, background information relating to each of these family 
businesses and a description of the business environment in which they operate is 
provided. The chapter introduces each family business, as well as the family members of 
the first, second and third generation involved in the businesses. A brief description 
follows, outlining each business’s life stage, as well as key historical incidents and events.  
Chapter 5 concludes by describing the business environment in which the two family 
businesses operate. The developing country context and the South African business 
environment are briefly described. Thereafter, several national and regional cultural 
influences, as well as the automotive industry in South Africa, are elaborated on.  
 
5.2 CASE 1: THE THOMAS MOTOR GROUP 1 
 
5.2.1 The family business 
 
As already discussed the Thomas Motor Group (TMG) is a privately owned, second-
generation family business in South Africa. It is a motor vehicle dealership group which 
operates in the automotive industry. The group owns dealerships involved with the 
retailing and servicing of motor vehicles in two cities focusing specifically on the VW, Audi 
and Suzuki brands. The business was originally established in 1950 and then purchased 
by the founder, Ray Thomas, in 1962. Table 5.1 contextualises the business. At the time 
                                                          
1 Information relating to the TMG has been used with permission from the authors of the TMG STEP case 
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of the interviews, the TMG had an annual turnover of more than ZAR 1 billion and 
employed 344 people (see Table 5.1). 
 
Table 5.1: Family business A details (2014) 
Name: Thomas Motor Group Pty(Ltd) (TMG) 
Form of enterprise: Private company 
Size: 
Turnover:  ZAR 1 134 057 633 (2014) 
Number of employees: 344 (2014) 
Main industry: Automotive industry 
Main markets: City 1, City 2 and surrounding areas 
Main products: Volkswagen, Audi and Suzuki brands 
Time in business: Established 1950; Purchased 1962 
Source: Farrington & Venter (2016) 
 
The TMG is owned by the Thomas family who are introduced in the section that follows. 
 
5.2.2 The Thomas family 
 
The Thomas family spans four generations from the time that Ray Thomas purchased 
Ember Motors in 1962. The Thomas family tree is depicted in Figure 5.1. Ray Thomas 
and his wife, Sheila, constitute the family’s first generation. They had four sons, Arthur, 
Clint, Rodney, and Sidney. Of the second generation, only Arthur and Clint joined the 
family business while Rodney and Sidney opted to pursue their own interests. Arthur 
married Gail and they have two children, Martha and Patrick. Martha married Tom Stone 
and currently acts as the human resources director in the TMG. They have two boys, who 
were eleven and nine years old respectively at the time of the interviews. Patrick has not 
joined the family business and works in London as a financial engineer. Clint married Pat 
and they have two children. Their marriage ended in divorce and he subsequently married 
Sue with whom he has two sets of twins. Of Clint’s children, only Michael has joined the 
family business. Michael married Lee and they have two children, aged seven and four 
respectively. Clint’s daughter Lindy has her own business interests and Ray has worked 
on a fixed-term basis in the TMG. His other children are young adults.  
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Figure 5.1:  Thomas family tree 
 
 
 
 
 
 
 
 
Source: Researcher’s own construction 
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5.2.3 Family involvement in the family business 
 
5.2.3.1 The first generation  
 
The beginnings of the TMG as a family business can be traced back to the founder, Ray 
Thomas. Ray was a disciplined man who was “soft on people and strong on results”. At 
16 years of age, he lied about his age and joined the army to go and fight in World War 
II. He was captured and spent close to four years in a prisoner-of-war camp. It was 
during this time that he developed his ambitions, his plans and his entrepreneurial 
side. He was freed by General George Paton and was awarded the military cross 
for bravery, one of the few South Africans who were awarded a military cross in 
the field. After the war he joined a company called Mobil Exxon and was a sales 
consultant travelling around the Transvaal (a province of the country prior to 1994). 
On one of his trips, he came across a business and bought a share in it. This was 
the start of his many entrepreneurial endeavours. Arthur says of his father: “he was 
very entrepreneurial, using everything he had, he started growing, he did some crazy 
things, he started growing rice in the Eastern Transvaal, he had a furniture manufacturing 
company, he ran a car rental company through the Kruger Park. He was farmer, he grew 
tobacco, he planted one of the first forests in the Eastern Transvaal. So he was an 
incredibly entrepreneurial man.”  
 
Living in the Transvaal (now known as the province of Gauteng), the entrepreneurially 
minded founder sought a new business venture in a city where he could raise his four 
sons. In 1962 he came across a bankrupt motorcar dealership in a, Ember Motors, which 
he purchased as a going concern. The founder spent the rest of his working years growing 
the business, before suffering an aneurysm which claimed his life in 1981.  
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5.2.3.2 The second generation 
 
Four years prior to the death of Ray, his son Clint Thomas joined the business, and a 
mere 18 months prior to his death, his eldest son Arthur Thomas also joined the business. 
At the time of Ray’s death, a trust had been established whereby each of the four sons, 
namely Arthur, Clint, Rodney and Sidney, would inherit and acquire shares in the 
business when they reached the age of 27. Specific instructions surrounding the trust 
stipulated that Arthur, the oldest, should run and administer the estate.  
 
In his will, Ray Thomas also stated that no changes in the structure of the company 
leadership should be made until 1991, which was 10 years after his death. This allowed 
for a window period in which the business could continue to grow, and in which the four 
sons could all reach an age by which they could be expected to have the maturity to make 
sensible decisions. Adding complexity to the situation, about 35 per cent of the business’s 
shares were owned by external shareholders, who were given shares in exchange for 
signing surety for the business during the initial purchase of Ember Motors. The two 
younger sons, Rodney and Sidney, who by this stage were over the age of 27, did not 
want to be a part of the business and, like the external shareholders, requested their 
money to be paid out. This request led to immense friction, and a fight lasting 10 years 
(1981–1991) between the four brothers ensued. During these 10 years, the relationship 
between the four brothers was extremely volatile. Christmases were spent separately and 
the brothers had holiday homes in different parts of the country. After the trust was finally 
dissolved in 1991, the relationship between the brothers gradually improved. In recent 
years, the relationship between the brothers has improved further, and efforts have been 
made to strengthen these family ties.  
 
At the time of the interviews the family business was entirely owned by the family 
members of the second generation, Arthur being the majority shareholder with 60 per 
cent of the business’s shares, and Clint the minority shareholder, with 40 per cent of the 
shares.  
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5.2.3.3 The third generation  
 
The third generation of family members do not own shares in the family business, but two 
are actively involved in the management and governance of the business. As was 
mentioned earlier, at the end of 2003, Martha actively became involved in the human 
resources department of the business. With her vast knowledge and experience in the 
field, she has developed the business into a place where people want to work. Moreover, 
Martha has been described as a creative thinker, and therefore provides the creativity 
behind the implementation of practical ideas. Michael entered the family business in 2012 
after working at a well-known international engineering company for 13 years. Michael 
brought with him a mathematical mind and considerable practical knowledge of how to 
do things in business. He is described as being operationally focused, analytical and good 
at getting the job done. Michael’s stepbrother, Ray, also currently works in the TMG but 
is not part of management. Ray’s appointment is temporary and the permanency of this 
appointment is subject to passing several examinations. 
 
5.2.4 Firm life stage  
 
5.2.4.1 Historical development of the family business  
 
The start of the family business can be traced back to the buying of a bankrupt motorcar 
dealership (Ember Motors) in 1962 by Ray Thomas. At that time, the largest finance 
house in South Africa was owned by Volkswagen (VW). A deal was arranged between 
Ray and VW which allowed him to purchase the business, provided he paid back all the 
money within five years of the purchase date. With external shareholders signing surety 
for the business, four years later in 1968, the full amount was paid back and the business 
was up and running. That same year the region experienced a severe flood, flooding the 
entire business. Being the entrepreneurial man that he was, Ray moved and rebuilt the 
business in another area close by. As such, Ray did not start the motorcar dealership but 
rescued it and established it successfully. 
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In 1970 the VW and Audi franchises owned by Ember Motors were consolidated in Main 
Road, Southdene.  At that time, Southdene was the geographic heart of City 1. In 1981 
Ray Thomas passed away while travelling in New Zealand and the business was passed 
on to his sons Arthur, the eldest, who was tasked with managing the business and Clint, 
who headed up the sales division. In 1986 their main opposition VW dealership in City 1 
became insolvent and was taken over by Ember Motors. Young Motors (situated in City 
2) was added to the company’s portfolio in 1987. It was also in 1987 that the Audi and 
VW brands were separated when the Audi Centre was built, also in Southdene. In 1990, 
brothers Arthur and Clint launch a “management buy-out” strategy and acquired all the 
shares of the organisation. This event was marked with the renaming of the business to 
the TMG. Between the years 1990 and 2011, several business developments and 
acquisitions transpired: Autohaus was closed and the VW brand consolidated into Main 
Road; the Thomas Technical Centre was developed and Thomas MotorRent was 
launched. In addition, the Suzuki franchise was taken over in 2008.  After many successful 
years at the premises where the business was rebuilt, and with pressure for expansion 
from VW, the TMG purchased land on a busy motor expressway in 2009 with the aim of 
developing a new and larger VW franchise. Several other well-known motorcar 
dealerships are also situated along this expressway in City 1. In 2011 ground was broken 
and building for the new VW dealership commenced. In November 2011, the TMG’s 
business interests in City 1 were consolidated with the purchase of Square Commercial.  
Since 2012, the TMG is well represented at multiple locations in two South African 
provinces. Table 5.2 provides a summary of the historical sequence of events and 
incidents that took place during the establishment of the TMG. 
 
Table 5.2:  Historical overview of the events of the Thomas Motor Group (TMG)  
Year Event 
1950 
The story of the TMG begins on Ember Street in Southdene, City 1 and the founding 
of Ember Motors. It soon acquires the rights for the VW franchise for the entire 
province and opens branches in several other regional towns. 
1962 
Ray Thomas purchases Ember Motors as a going concern and relocates it to a 
location nearby. The workshops of the business are in another area. 
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Table 5.2:  Historical overview of the events of the Thomas Motor Group (TMG) 
(continued) 
1970 
The VW and Audi franchises are consolidated in Main Road, Southdene. At this 
point, Southdene is the geographic heart of City 1. 
1981 
Ray Thomas passes away while travelling in New Zealand and the business is 
passed on to his sons Arthur, the eldest, and Clint, leading the sales division. 
1986 
The main opposition VW dealer in the area goes bankrupt and is taken over by 
Ember Motors. 
1987 
A dealership, Young Motors, situated in City 2, is added to the group’s portfolio and 
the Audi and VW brands are separated with the establishment of the Audi Centre. 
1990 
Brothers Arthur and Clint launch a “management buy-out” strategy and acquire all 
the shares of the business. This event is marked with the renaming of the business 
to the TMG. 
1996 
Another dealership owned by the TMG closes down and the VW brand is 
consolidated into Main Road premises. This area undergoes a major makeover at 
this time.  
2004 
The Technical Centre is developed around the corner from the group’s 
headquarters. This centre houses the Audi and Seat service, group stock control, 
as well as a 140-strong underground parking area. Gavin joins the business as the 
Financial Director and Martha joins the business as the Human Resources 
Manager. 
2007 A motorcar rental division, MotorRent, is launched, which holds 70 rental vehicles. 
2008 The Suzuki franchise is taken over from Seat (a suburb of City 1).  
2009 
Land is purchased on an expressway (suburb of Fairview) for the development of 
a new VW franchise. 
2011 
In June, the building of the new premises on the expressway commences. In 
November, the interests of the TMG are consolidated through the purchase of 
another motorcar dealership.   
2012 
The TMG opens on the expressway. The 120 staff move from the company’s 
premises of 42 years. Michael joins the business. 
Sources: Constructed from internal company sources and company website 
 
5.2.4.2 Ownership succession 
 
In 2013–2014, the two second generation family members Arthur (60%) and Clint (40%) 
held all the shares in the TMG. Going forward, however, ownership succession appears 
to be a complex issue as the current shareholders have not disclosed their future 
intentions with regard to their shares in the family business. In the first generation, the 
founder left the shareholding in the business equally to his four sons. In terms of 
ownership succession, from the second generation to the third, the current understanding 
is that Arthur’s shares will be passed on to his two children or nominees, and Clint’s 
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shares will go into a trust. Should this understanding materialise, the majority 
shareholding will remain in the hands of Arthur’s family in the future. 
 
5.2.4.3 Leadership succession  
 
It is evident from the family life stages that the second and third generations of family 
members are currently involved in the business. The second generation brings a lifetime 
of knowledge of, and experience in the business and the industry, whereas the third 
generation has brought new ideas and insights to the TMG. Furthermore, the third 
generation seeks change, whereas the older generation is more reluctant to change. This 
reluctance to change is evident in terms of succession; to date, no formal steps have 
been undertaken by the second generation to plan for succession, while the third 
generation is encouraging succession planning because this generation understands  the 
importance of such planning for the future of the family business.  
 
5.3 CASE 2: SIEGER MOTORS 
 
5.3.1 The family business 
 
Sieger Motors is a privately owned, second-generation family business in South Africa. It 
is a motor vehicle dealership group which operates in the automotive industry. The 
business owns dealerships involved with the retailing and servicing of motor vehicles in 
three towns in South Africa, namely Town 1, Town 2 and Town 3. Sieger Motors focuses 
specifically on the Mercedes, Mitsubishi and Chrysler brands. The business was originally 
established in 1965 by the founder, Rohan Sieger, who was jointed shortly thereafter by 
his brother, Willmar Sieger. At the time of the interviews, Sieger Motors had an annual 
turnover of approximately ZAR 700 million and employed 179 people (see Table 5.3 
below). 
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Table 5.3: Family business B details (2017) 
Name: Sieger Motors Pty(Ltd) 
Form of enterprise: Private company 
Size: 
Combined turnover:  ZAR 700 000 000  
Number of employees: 179 
Main industry: Automotive industry 
Main markets: Town 1, Town 2, Town 3 
Main products: Mercedes, Mitsubishi, Chrysler 
Time in business: Established 1965  
 Source: Researcher’s own construction 
5.3.2 The Sieger family 
 
The Sieger family spans three generations. The first generation started the business 
when Rohan Sieger resigned from his work and established Sieger Motors in 1965. 
Shortly after starting the business his brother, Willmar Sieger, joined him and they 
became equal partners in the business. The Sieger family tree is depicted in Figure 5.2. 
Rohan and his brother constitute the family’s first generation. Rohan retired from Sieger 
Motors in 2004 and parted with his shares.  This founder passed away in 2015. Willmar 
continued to work at Sieger Motors until he no longer could. At the time of undertaking 
the interviews, Willmar was of ill health and could not participate in the interviews.  
 
Rohan had married Winifred, and they had two sons, Fred and Kane, whereas his brother 
Willmar married Cornelia and they also had two sons, Ryan and Ruben, as well as a 
daughter, Liesl. Of the second generation, three individuals are currently involved in the 
family business, namely Willmar’s son, Ryan as well as Rohan’s two sons Fred and Kane. 
Ryan currently holds the position of dealer principal of Sieger Motors and is based in 
Town 2. Fred is the branch manager in Town 1 and Kane is the branch manager in Town 
2 Willmar’s other son Ruben Sieger passed away after a shooting incident, and Liesl 
pursued other interests. Before he died, Ruben Sieger had one son, Angus Sieger. 
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Ryan Sieger married his first wife and they had three sons, Willmar, Wolf and Luke, as 
well as one daughter, Theresa. Ryan first wife died almost 25 years after they were 
married. A few years after her death he remarried but this ended in divorce two years 
later. They had no children and after two years this marriage also ended in a divorce. 
Only one of Ryan’s children is involved in the family business, his son, Luke. Luke is the 
branch manager in Town 3. Ruben Sieger’s son, Angus, is currently also involved in the 
family business as a project manager. Fred Sieger married Lisa and they have a daughter, 
Edeline and a son, Fred Jr.  Lisa is involved in the family business as the business 
paymaster and is based Town 1. Fred Jr. is also involved in the family business and is 
currently doing an apprenticeship at the Town 1 dealership. Their daughter, Edeline, is 
running her mom’s catering business in Town 1. Kane Sieger is married to Chenay and 
they have no children. Chenay is involved in the business as a sales manager, based at 
the dealership in Town 2.  
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Figure 5.2:  Sieger family tree 
 
 
Source: Researcher’s own construction 
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5.3.1 Family involvement  
5.3.1.1 The first generation  
 
The beginning of Sieger Motors can be traced back to the initial founder, Rohan Sieger 
and his brother Willmar. Both men were of German heritage and moved to South Africa 
shortly after the Second World War, in 1954 and 1955 respectively.  Shortly after arriving 
in the country they started working in the automotive industry for a gentleman, who later 
became their father-in-law. In 1965 Rohan broke away and started his own dealership 
and his brother joined him shortly afterwards. Kane describes his father, Rohan, as the 
one who had the vision and drive to start the business. They started out as sub-dealers, 
buying cars from Cargo Motors in Johannesburg and then selling them in Town 1. Rohan 
focused on the financial side of the business and had a personality suited to sales. 
According to Kane, “my dad preferred doing admin things than working with his hands, 
even though he was a mechanic”. Rohan was also the leader of the two brothers and his 
leadership abilities earned him the position of town councillor. As a qualified welder, 
Willmar was more hands-on and thus focused on the workshop side of the business and 
was a very strict person. Kane explains that “he was very strict a good way strict, he 
wasn’t unreasonably strict and I think that forced in a lot of things in myself”. The business 
grew steadily and in 1972 became the main dealers for Mercedes in the area, buying 
vehicles directly from the factory.  
 
Being entrepreneurially minded, Rohan also established a separate property company. 
However, Willmar only had 10 per cent of the shares in this company while Rohan owned 
the remaining 90 per cent. This unequal shareholding led to friction between the brothers 
when the profits of Sieger Motors was invested into the property company.  According to 
Ryan, there were endless arguments between the brothers. Ryan notes: “my uncle was 
involved in a lot of other stuff. He had a guest house, he was a town councillor and what 
I heard (whether it was true or not) is that he was never at the office. And my dad was at 
the office from five in the morning till seven in the night”. This led Willmar to also start an 
own business, namely Juba Engineering. Soon after this, their mother arrived from 
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Germany and pressurised Rohan into selling 40 per cent of the shares in the property 
company to Willmar so that an equal shareholding could exist.  
 
5.3.1.2 The second generation  
 
As mentioned, Rohan had two sons, Fred and Kane. Both boys worked for Sieger Motors 
during their adolescent years and when they finished school, Kane went to work for Sieger 
Motors on a full-time basis. Kane started out as a salesman and worked himself up to 
become a sales manager and is currently the sales director. Fred went to technical school 
in Glencoe where he had the opportunity to learn the trades of motor mechanics, welding, 
electrician and woodwork. In his senior years at school, he specialised in motor 
mechanics. He joined the army for two years and did his practical there, as well as his 
trade test to earn him the title of a qualified motor mechanic. After a number of years of 
working in the business, their father Rohan gave Fred and Kane each 10 per cent of his 
shares in Sieger Motors. The wives of Fred and Kane, Lisa and Chenay, are both involved 
in the family business as employees.   
 
Willmar’s son, Ryan, did not work for Sieger Motors during his adolescent years. Instead 
he worked for Willmar’s company, Juba Engineering. After finishing school he worked for 
Iscor Industrial Engineering for five years. He then returned to Juba Engineering and 
worked there for the next 20 years. When Ryan was 37 years old an opportunity arose 
for him to head up another business. His father however was opposed to the idea and 
wanted him to stay at Juba Engineering and to help in the family business. Willmar than 
gave Ryan 20 per cent of his shares in Sieger Motors and 50 per cent of the shares in 
Juba Engineering. Ryan describes that at the beginning “I worked once a month for Sieger 
Motors. And then my uncle decided to go on pension”. When Rohan retired, Ryan was 
chosen as the dealer principal for Sieger Motors (See section 5.3.2.2 for more details on 
this leadership succession). 
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5.3.1.3 The third generation  
 
The third generation of family members do not own shares in the family business, but 
three of them are actively involved. Luke, Ryan’s son, is a branch manager, and is a board 
member in the place of his grandfather, Willmar.  Luke joined the family business after 
his father suggested that he would be better off out of school and working in the business. 
In 2005, at the age of 15, he started working in the workshop of Sieger Motors in Town 1 
as an apprentice. He worked there for three years and then went overseas and got a job 
at a dealership in the United Kingdom. In 2009 he returned to Volksrust and started 
working as a workshop foreman under the branch manager, his uncle Fred. He quickly 
worked his way up in the business and was appointed as the branch manager of the Town 
3 dealership in 2015. He is described as a very passionate and determined manager, and 
open to learning. He is also potentially the next leader of the family business.  
 
Fred and Lisa’s son, Fred Jr., also works in the family business.  Fred Jr. joined Sieger 
Motors in 2014 and started an apprenticeship under “Uncle Vince”, the foreman at the 
Town 1 dealership. At the time of the interview he was in the final stages of his 
apprenticeship. In comparison to Luke, Fred Jr. is described as an introvert, but does see 
himself as being part of the management of Sieger Motors in the future. Angus Sieger, 
son of the late Ruben Sieger, is the third member of the third generation who is involved 
in the family business. He is currently a project manager on the building site for a new 
building for the Town 3 dealership, however he is not at present an employee of Sieger 
Motors. 
 
5.3.2 Firm Life Stage  
 
5.3.2.1 Historical development of the family business  
 
Sieger Motors was established by Rohan Sieger in 1965. Shortly after that his brother 
Willmar joined him in the business.  The dealership started out as a sub-dealer where 
motor vehicles were purchased from Cargo Motors in Johannesburg and sold by Sieger 
Motors in Town 1. In 1972 the business became a Mercedes dealership and Sieger 
Motors was able to buy directly from the Mercedes factory. According to Ryan, the 
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success in the initial stage of the business was because of the good combination of the 
two brothers: “My uncle was an extreme people person. My uncle was the entrepreneur, 
my dad was a slogger; he ran the workshop and the parts and the mechanics – he at one 
time had twelve mechanics, which is more than we have now. He had them all in 
Volksrust. He used to build buses, my dad even built buses in those workshops there. He 
bought new Chassis and built.” 
 
In 2004 Mercedes consolidated their network and suggested a merger between Sieger 
Motors and another Mercedes dealership in Town 2. The Sieger family were against this 
merger because of the lack of infrastructure in the Town 2 dealership. However, 
Mercedes pressured Sieger Motors into taking over the Town 2 dealership, which it 
eventually did for a very low sum of money. Sieger Motors acquired the Mercedes 
dealership in Town 2 for ZAR 1 million. In 2008 the owner of the Mercedes dealership in 
Town 3 committed fraud and the dealership was closed down by Mercedes. As such, 
another opportunity for Sieger Motors to expand its footprint in the area arose. Sieger 
Motors submitted a proposal to Mercedes to buy the Town 3 dealership and it was 
approved. The founders, Rohan and Willmar, initially opposed this acquisition but 
eventually conceded and Sieger Motors acquired the Town 3 dealership in 2005. Since 
2012, Sieger Motors has secured its presence in and around the towns of Town 1, Town 
2 and Town 3. Table 5.4 provides a summary of the historical sequence of events and 
incidents that took place during the establishment of Sieger Motors. 
 
Table 5.4:  Historical overview of the events of Sieger Motors  
Year Event 
1965 
The story of Sieger Motors begins as founder Rohan Sieger establishes the 
business in Town 1.  
D
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1
9
6
5
 - 1
9
7
6
 
Property Company established. 
Willmar joins his brother Rohan as an equal partner in Sieger Motors, but is only 
given 10% of the property company. 
Sieger Motors gains sub-dealership status from Mercedes under Cargo Motors 
Johannesburg. 
Sieger Motors gains dealership status from Mercedes. 
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Table 5.4:  Historical overview of the events of Sieger Motors (continued) 
1976 
Disagreement between brothers leads to Willmar starting Juba Engineering on his 
own. 
D
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9
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0
 
Property company gets split equally in shares between Rohan and Willmar by their 
mother. 
Fred and Kane Sieger join Sieger Motors  
1990 Fred and Kane Sieger acquire 10% each of the shares in Sieger Motors 
In
 th
e
 y
e
a
r 2
0
0
4
 
Ryan acquires 20% shares in Sieger Motors  
Rohan retires and gives the remainder of his shares to his two sons Fred and 
Kane. Willmar gives Ryan a further 5% shares to create equal shareholding 
among the three second-generation family members 
Mercedes selects Ryan as the next dealer principal 
Sieger Motors acquires the Town 2 Mercedes dealership 
2005  Luke starts working for Sieger Motors 
2008 Sieger Motors acquires the Town 3 Mercedes dealership 
2014 Ryan buys the Swaziland Mercedes dealership in his own name 
2015 Founder Rohan Sieger passes away 
Source: Researcher’s own construction 
 
5.3.2.2 Ownership succession 
 
In 2004, Rohan decided to go on pension and gave the remainder of his shares to his 
sons Fred and Kane. Thereafter, the brothers each had a 25 per cent shareholding in 
Sieger Motors. Willmar then also gave Ryan an additional five per cent to make the 
shareholding equal between the three members of the second generation.  In 2004 the 
three second-generation family members Ryan (25%), Fred (25%) and Kane (25%) held 
75 per cent of the shares in Sieger Motors with the remaining 25 per cent being held by 
Willmar Sieger in a trust.   
 
Going forward, ownership succession appears to be a complex issue as the current 
shareholders have not disclosed their future intentions with regard to their shares in the 
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family business. The current dealer principal, Ryan Sieger, could possibly sell his shares 
(25%) and focus on the Mercedes dealership that he has acquired in Swaziland in his 
own name. His son Luke is the only family non-shareholder currently on the board who 
could possibly inherit or buy Ryan’s shares. Fred Jr. is still working his way up in the 
business and may inherit shares from his father in the future. Kane, on the other hand 
has no children, and there is no mention of what will happen to his shares in the future.  
 
5.3.2.3 Leadership succession  
 
Although Willmar and Rohan both had ownership in Sieger Motors, Rohan leads the 
business as the CEO and dealer principal of the business. Willmar was in joint leadership 
but not in the main leadership position.  Willmar was the head of the workshop. When 
Rohan retired he requested that Ryan, Fred and Kane take turns in being dealer principal. 
However, Mercedes opted against this, declaring that Sieger Motors could only have one 
leader and that the three of them had to go for assessments at Mercedes for two days. 
According to Ryan, “they put us through two days of assessments and then the report 
came back and said I got the job”. The report claimed that Ryan was most suited to the 
position of dealer principal.  
 
The process of handing over the position of dealer principal from Rohan to Ryan 
(succession) in March 2004 did not go smoothly. Rohan did not mentor Ryan properly, 
and the day Ryan took over as dealer principal did not go well. Ryan explains that “the 
last day of March I got a whole lot of boxes and I cleared his office out totally – the safe, 
the pictures, it was naked. I turned the table around, I put my computer down and got 
myself a sign ‘dealer principal’ – there was never a sign on his door and I sorted out the 
office like I wanted to. And he walked into the front door and he saw all the boxes … he 
says, ‘I have been here 30 years, we have never had this sign on the door, what’s your 
problem?’ And I said ‘It’s my title, I am sitting here as of today.’ And he walked out and 
for about a week he didn’t talk to me. And he was really mad at me, he was really, really 
mad at me.”  
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Rohan continued being present in board meetings and decision-making regarding Sieger 
Motors, but did not have a hands-on approach. After a few years he became really sick 
and passed away in April 2015. Willmar, however, continued to work in the business until 
the age of 81. Ryan explains, “he just slowed down; he came to the board meetings and 
gave his input and was always very conservative and we always respected it”. As Willmar 
became ill, he no longer added any value and Luke represents his seat in the board 
meetings. 
 
The second generation was found to be progressive and has grown and expanded Sieger 
Motors by moving into new areas (Town 2 and Town 3) and building it up to the successful 
business it is today. Changes have been implemented and a more technological business 
approach has been adopted. The second generation is headed up by Ryan with the main 
leadership position as CEO and dealer principal. Although having equal shares in the 
business, Fred and Kane are only in managerial positions. Fred, Kane and Luke are all 
branch managers in one of the dealership buildings.  
 
The third generation has only three family members who will potentially lead the business 
into the future. These are, as mentioned above, Luke Sieger (son of Ryan Sieger), Fred 
Jr. Sieger (son of Fred Sieger) and Angus Sieger (son of the late Ruben Sieger). The 
third generation is still inexperienced and needs to grow professionally and gain a better 
understanding of how to operate the business successfully. This generation, however, 
brings a willingness to learn. The three young men are passionate and have the will to 
succeed. According to Ryan, “I have no fear if a bus rides over me this afternoon. I know 
the show will go on. And the following generation you will see, Luke is extremely 
passionate, he just wants to do this and do that, you have got to slow him down – but you 
don’t want to lose the passion”. Fred Jr. believes that he himself could possibly play a 
role in the future. He says, “I need to get a lot more experience in the position I am in now 
before I can go to a bigger role, because you need to start at the bottom and know what 
is going on before you get to the top”. 
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5.4 BUSINESS ENVIRONMENT2 
 
In the following sections, the business environment in which the two family businesses 
operate will be briefly elaborated on. In order to describe this business environment, the 
developing country context and the South African business environment are introduced. 
Thereafter, regional and cultural influences are highlighted and finally the motor industry 
of South Africa in general is described. 
 
5.4.1 Developing country context  
 
Countries are divided into two main categories by the United Nations, namely developing 
and developed countries (Fantom & Serajuddin 2016:2). Countries are categorised based 
on their economic status, which is based on statistics such as gross domestic profit 
(GDP), growth national profit (GNP), level of industrialisation, the infrastructure of the 
country and the standard of living of its inhabitants (Surbhi 2015). Developing countries 
are described as having unhealthy and unsafe environments in which to live; they have 
high illiteracy rates and poor educational, communication, and medical facilities. In 
addition, these countries have an unequal distribution of income, unsustainable 
government debt and in many cases struggle politically and often experience corruption 
(Szirmai 2015:2). 
 
The challenges facing developing countries can be categorised as educational, political, 
and social in nature (Byrd 2012:102; Williams 2007). A country’s human capital is 
identified as a central factor for its progress and development. Education is the primary 
mechanism for ever-increasing human resources and amassing human capital. The 
inability of developing countries to increase their investment in education inhibits 
economic growth. Schools and higher education institutions are the systems that serve 
as pillars for development in an economy and directly influence labour capability (Byrd 
2012:102–103). 
                                                          
2 Information relating to the TMG has been used with permission from the authors of the TMG STEP case 
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A major inhibitor of the growth and development of countries is poor management. 
Political factors are often at the heart of stagnating economies. Governments often lack 
the ability to formulate laws and businesses practices that encourage investment, 
entrepreneurship, and initiative in a country. Developing countries often experience 
political instability and constant change of governance powers which deters stable growth 
and development (Chawdhury 2016:2). Political instability is often accompanied by 
corruption, resulting in the slowing down of processes, such as such as starting a 
business, buying or selling property, law-enforcement and prosecution, tender processing 
and public services.  The aforementioned all require some sort of incentive to accomplish 
(Williams 2007). 
 
Wealth inequality and high unemployment levels are common social challenges 
experienced in developing countries. In these developing countries large numbers of the 
population live in rural areas and in poverty (Yi 2015:4). According to the  International 
Labour Organisation population report, the number of unemployed individuals in the world 
increased by 4 million people between 2012 and 2015, with developing countries making 
a large contribution to this figure (Imran, Mughal, Salman & Makarevic 2015:147). High 
unemployment is shown to have a direct negative influence on the GDP of a country. 
 
Despite an abundance of goods and a wealth of natural resources, as well as having 
made notable progress in the field of industry and manufacturing, South Africa is still 
categorised as a developing country with a developing economy (Bakari 2017:1–3). As 
such, the context in which both the TMG and Sieger Motors operate is that of a developing 
country. The challenges associated with a developing country context are evident in the 
South African business environment, as described in the next section. 
 
5.4.2 The South African business environment  
 
The South African business environment constitutes a very dynamic and diverse system. 
A study conducted by the World Economic Forum revealed that South Africa had slightly 
improved its global competitiveness score and ranking from 49 th in 2015 to 47th in 2017, 
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out  of 140 participating countries (Global Competitiveness Index 2016–2017). With this 
ranking, South Africa has in recent times been relatively less affected by the drop in 
commodity price than other African economies. South Africa’s most significant area of 
improvement in its competitiveness score has been its improved levels of competition, 
both local and internationally (Global Competitiveness Index 2016–2017). However, 
infrastructure growth has stalled in both the transport and electricity sectors, with power 
shortages being experienced and public transport remaining below average. Institutional 
quality has diminished, with increased political uncertainty, less transparency, and 
business leaders having less trust in politicians (Grant Thornton International 2015).  
 
Nevertheless, the budget review for 2018 (BIZNews 2018), suggests that the outlook for 
South Africa is positive with an expected 1.5 per cent growth during 2018 and a possible 
2.2 per cent in 2019. The anticipated positive trajectory marks a break of several years of 
declining growth in the country.  The budget review also highlighted the highly prioritised 
growth of tertiary education with a sum of ZAR 57 billion being allocated to fund free 
higher education in the future. Despite South Africa’s increased overall competitiveness 
ranking and the positive outlook for the next two years, doing business in the country is 
not easy, and the rate of entrepreneurship is low (Global Entrepreneurship Monitor 
2017:90). The World Bank (2015) ranked South Africa 73rd of 189 countries for ease of 
doing business.  
 
Furthermore, South Africa’s level of early-stage entrepreneurial activity is low in 
comparison to other sub-Saharan African countries (Global Entrepreneurship Monitor 
2017:90; Sambo 2015:159). The lack of available skills in the current workforce and poor 
government service delivery are core constraints facing the country. However, with the 
turn in economic growth, the country may see improved policy certainty, safe-guarding of 
investments and credit ratings, as well as an improvement in ensuring that government 
and state meets its regulatory and service delivery obligations (BIZNews 2018).  
 
The International Business Report, conducted by Grant Thornton International (2015), 
highlights crime as one of the core constraints directly impacting on South African 
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business owners. The 2018 Global Economic Crime Survey (PWC 2018) reported that 
nearly 77 per cent of business executives had experienced some form of economic crime 
between 2015 and 2017, the global average being 37 per cent. According to the Institute 
of Risk Management in South Africa, corruption is at the top of the list of risks affecting 
the South African business environment. Corruption has been identified as one of the 
most problematic factors for doing business in the country (Global Competitiveness Index 
2016–2017).  
 
South Africa ranked 71st out of 177 countries surveyed in Transparency International’s 
Corruption Perceptions Index. “This index ranks countries based on how corrupt a 
country’s public sector is perceived to be” (Transparency International 2018). According 
to the Corruption Watch Annual Report (2014:6), South Africa must urgently prioritise a 
way to collectively combat corruption in the country, as it ranked worst of the BRICS 
(Brazil, Russia, India, China and South Africa) nations. Nevertheless, newly instated 
President Cyril Ramaphosa and his administration have vowed to tackle the crime of 
corruption. Since succeeding Jacob Zuma, the new president has convinced investors 
that he is committed to reversing the years of economic stagnation, policy uncertainty and 
the plunder of state funds (Mkokeli 2018). 
 
The general trend of corruption in the South African business is contradictory to 
both the core values of Sieger Motors and the Thomas Motor Group. According to 
owner of TMG, Arthur Thomas, “you never, ever steal, you never, ever cheat, you 
be absolutely fair in every one of your decisions and considerations that you make. 
Now that has come straight through in our business philosophies and it just won’t 
leave us. We will not be a crooked business – if I can put it that way.” The same 
ethical mindset is clearly visible among the Sieger family members. As the current 
dealer principal and leader of the business, Ryan Sieger, says: “Honesty is 
probably the ultimate value – even if you must tell a guy something that is not so 
cool, you play open cards”. This philosophy is reiterated by his cousin and co-
shareholder, Kane Sieger. According to him, honesty is their most sought-after 
value, “we treat all deals with honesty, all customers with honesty, and integrity – 
so what we say, we do”. 
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In addition to the issues relating to crime and corruption, labour also presents several 
challenges to the South African business environment. According to Skills Supply and 
Demand South Africa (2016:8), “it is difficult and expensive for businesses to hire skilled 
labour in the country and the educational level and skill base of the labour force is lower 
than that of many productive economies”. The Adcorp Group (2015) attributes South 
Africa’s skills shortage to the emigration of highly skilled workers, immigration restrictions 
for highly skilled foreigners and an education system that is not responding appropriately 
to the demands of the workplace.  
 
For the TMG to continue creating value for future generations, it also faces several 
challenges in terms of human resources, the first being the mindset of the current 
generation in terms of technical labour. According to Michael, “we have a problem with 
people wanting to be managers at twenty-three; they want to work in an office, 
want to drink coffee all day; they don’t want to work long hours and don’t want to 
become technicians, it’s a low-end job even though the guy’s earning good 
money”. The second is the lack of mathematically and technically skilled persons 
available in general, but specifically among previously disadvantaged groups. As 
Michael comments, “to get African people or coloured people in, people of colour, 
with technical qualifications, is a problem”. A similar problem is experienced by 
Sieger Motors as it experiences a lack of human capital in the financial area of the 
business. According to Ryan, “we have got a big gap, we need proper financial 
management, I am doing that work and I’m not doing it well”. However, Luke Sieger 
suggests that the reason they have survived so long is that their human capital 
structure is made up of dedicated personnel. He states “I think it is dedicated 
people, on every level from the top to the bottom that is a big strength”. 
 
With regard to attracting and hiring skilled labour, Martha from TMG observes that 
“one of the biggest challenges in our family business is Broad-Based Black 
Economic Empowerment and how we manage to incorporate legislative changes”. 
Broad-Based Black Economic Empowerment (B-BEEE) is the South African 
government’s policy to advance economic transformation and enhance economic 
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participation of black people in the South African economy. Similarly, Kane Sieger 
notes that “it is difficult, because I mean to get the right black person, you know, 
they all come in here and they think we are in huge money – and we’re not. That’s 
the problem, you know? So I would say we must definitely look at that”. This is a 
significant challenge facing the TMG and Sieger Motors, as they need to find good 
“equity people” in an industry that has historically been dominated by white 
Afrikaner men. 
 
Protecting the environment has become a major focal point globally, whereby countries, 
including South Africa, have implemented regulations to encourage businesses to protect 
the environment. Operating in the automotive industry, the TMG is well aware of the 
carbon footprint which they are part of, and thus strive towards taking initiatives to 
preserve rather than harm the environment. Clint states that the TMG “was the first motor 
car dealership in South Africa to be ISO 14001 accredited”. Wherever possible, the TMG 
have put eco-friendly or “green” systems in place to help decrease the negative impact 
the business has on the environment. Martha has been particularly instrumental in this 
process, and the business has installed rainwater harvesting tanks (from which the water 
collected has been used to wash more than 250 000 motor cars to date), and also makes 
use of imported “green” chemicals, and actively recycles wherever possible. Furthermore, 
all proceeds generated from recycling are invested into social investment projects, which 
are managed by an employee representative council.  Martha stresses that “our whole 
industry has a carbon footprint that we should really be concerned about … we went 
through the ISO 14001 accreditation process, and that is the environmental standard and 
a lot of the work that we do is aiming to preserve and do no harm … we can’t stop selling 
the cars that cause the carbon disaster, but we can control what we need to control.” For 
Sieger Motors, the protection of the environment is relatively minimal, however Ryan 
suggests that it is part of their future scope, “It’s coming! It was – they insisted that we 
change all our lights to LEDs, and that we have sun panels if we build new buildings. So 
Town 3 I am revamping so I get away with it, but we have done the LED thing there as 
well but we haven’t put in sun panels”.  
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5.3.2 Regional and cultural influences  
 
The premises of the TMG are based in City 1. City 1 is the largest city in the p and is a 
coastal city. Although the business operates a dealership in City 2, the head office and 
main activities occur in City 1. The regional economy of City 1 is based primarily on 
manufacturing, the most important being automotive manufacturing. VW South Africa, the 
Ford Motor Company of Southern Africa, General Motors South Africa and Daimler, 
through its subsidiary Mercedes Benz South Africa, all have assembly plants in the 
region. Businesses in the region have access to well-equipped harbours and airports as 
well as an extensive road and rail infrastructure.  
 
Over the years, the regional business culture has played a minor role in the development 
of the TMG.  Although the TMG used to get work from both provincial and local 
governments in the past, VW South Africa has taken over these accounts. According to 
Arthur, “I tried to cut the business out of provincial and local government many, many 
years ago, long before 1990 … away from government, principally because they did not 
pay their bills”. Similarly Gavin comments: “we do not get government work and that goes 
direct to VW”. In terms of the local business environment, one of the biggest challenges 
facing local businesses in City 1 is dealing with the local authorities, namely the Nelson 
Mandela Bay Municipality. It is the view of the interviewees that the municipality appears 
to have a short-term orientation. To elaborate, money paid by businesses for rates and 
taxes is not being spent where it is needed, such as on infrastructure, but is rather being 
paid out in the form of salaries and other overheads. As a result, businesses have been 
forced to take on the task of doing things that the municipality should normally be doing. 
Clint remarks: “if we want things done, we have to go and do it ourselves, so its street 
cleaning, garbage removal, we do most of it ourselves”. 
 
The original premises of Sieger Motors was in Town 1 where the founders started the 
business. Today Sieger Motors has two other branches in Town 2 and Town 3. The three 
towns are situated fairly close to each other. Town 1 and Town 3 are in one province, 
whereas Town 2 is in a neighboring province. Town 1 is closer to Town 2 than Town 3. 
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Town 2 is the third-largest city in the province, while Town 3 on the other hand is closer 
to the Swaziland border and in a timber-growing region of of the country. The three towns 
originated primarily because of the large farms and mines in the area.  
 
Over the years, the regional business culture has played a major role in the development 
of Sieger Motors. The business has benefited from the mines and from the farmers in the 
area who have bought their trucks. According to Luke, truck sales have been growing and 
their biggest sale took place in 2016: “In March we sold ten trucks and the month after we 
sold another ten trucks to one customer, a milestone for the company”. In relation to the 
local municipality, the Sieger dealership find working with them relatively manageable. 
When asked how often they deal with the municipality, Kaney Sieger said: “Not too often, 
but we do a, we do. But we get on with them”. 
 
One of the major contributing factors to the cultural changes has been the political 
changes experienced since 1994. As a result, the demographic and social trends of 
customers have shifted in terms of race, gender and language. For example, the 
demographics of the automotive industry have shifted from customers being 
predominantly white to being predominantly African. As Clint Thomas describes the 
situation: “we can talk about the disappearing white market, because some of our 
divisions have got 50 per cent African purchasing … the whole demographics of our 
dealership has changed.” Martha Store notes: “Our political structure has facilitated the 
change in buying pattern of our customers, who are we selling cars to, the language they 
are speaking, the gender they are, the race they are, all of that has changed how we do 
business”. Similarly, Kane Sieger contends that “the black upcoming people really like 
our cars, and they are the majority of our customers now, whereas in my dad’s days there 
were no black people buying”. 
 
5.3.3 Automotive industry  
 
TMG and Sieger Motors both operate in the automotive industry. The South African 
automotive industry was established in the 1990s when the first South African motor 
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vehicle assembly plant was founded (Flatters & Netshitomboni 2006:1). This industry is 
responsible for the manufacturing, distribution, servicing and maintenance of motor 
vehicles and plays a vital role in South Africa’s economy. “The industry is one of the most 
important sectors in the South African economy” (STATS SA 2018:4). 
 
The automotive industry mainly operates in the Eastern Cape and Gauteng provinces of 
South Africa (Brand South Africa 2012), with popular motor vehicle manufacturers like 
BMW, Ford (incorporating Mazda), General Motors, Mercedes Benz, Nissan, VW, 
Daimler-Chrysler, Renault and Toyota as well as component manufacturers such as Arvin 
Exhaust, Bloxwitch, Corning and Senior Flexonics having established production plants 
in South Africa (Business Partners 2014). In 2015, the automotive industry contributed 
2.2 per cent to GDP, up from 1.9 in 2006. The automotive industry largely contributes to 
South Africa’s employment rate accounting for about “3.4 per cent of total formal 
employment in 2015, which is a total 345 716 jobs” (STATS SA 2018:4).  
 
Nonetheless, the automotive industry is faced with numerous challenges. Sometimes 
local component manufacturers face deficiencies in their supplier base, resulting in the 
motor vehicle assemblers having to import several of their required parts. These 
deficiencies can be the result of a lack of technology, global supply capability, cost 
competitiveness and their geographic location (Naude 2013:407). The automotive 
industry’s exports are also suffering as a result of the South African currency volatility (De 
lonno 2017). However, it appears that the motor industry is holding up well, despite the 
current economic turmoil that is being exacerbated by the political turmoil of the day 
(Wheels24 2017). The National Association of Automobile Manufacturers of South Africa 
reported that 45 369 units were sold locally in June 2017, an increase of 0.9 per cent 
compared to the previous year. Additionally, there has been an increase in export sales 
with an improvement of 1.4 per cent, compared to the vehicles exported the previous year 
(Venter 2017; Wheels24 2017). According to Jammine (Wheels24 2017), the South 
African market remains the largest vehicle market in Africa, accounting for 37 per cent of 
all vehicles sold on the continent, and it is expected that in 2018 the industry would move 
into a period of growth (Wheels24 2017). 
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According to Naude (2009:3), the main role players in the automotive industry are: 
 
• The automotive component manufacturers (ACMs), which is seen as the first-tier 
supplier in the automotive supply chain (ASC) as it supplies components to all the 
other role players.  
• The original equipment manufacturers (OEMs), also known as automotive 
assemblers, comprising both passenger and commercial motor vehicle 
assemblers. 
• The original equipment suppliers (OESs), responsible for selling automotive parts 
and accessories through the OEMs. 
• The automotive retail and aftermarket, selling automotive parts and accessories 
through independent retailers and repair shops. 
 
The interviewees are all of the opinion that the automotive industry is technologically 
sophisticated, extremely fast-paced, risky and competitive as well as ever-changing. 
According to Michael, “the amount of work that is involved here, and the pace of what 
happens here. Pace is much faster, much, much faster.” The automotive industry has 
experienced an immense increase in competition within South Africa since 1994. To 
elaborate, prior to the eradication of apartheid in 1994, worldwide sanctions resulted in 
almost no external competition for the five carmakers in South Africa. However, 10 years 
later (2013) as Arthur described it, “there are seven hundred different makes of cars; 
nearly seventy per cent of cars that come in that are sold in South Africa are imported, 
not made in South Africa and the competition situation … I mean it has just multiplied.”  
Owing to the intense competition in the automotive industry, its seasonal nature and 
shortened product life cycles, the TMG has had to learn to build strong relationships with 
customers so as to generate a competitive advantage. Gavin comments: “It’s now 
more about people and business. It’s now more about networking than ever before 
… the whole thing is a relationship business now.” In order to compete within the 
automotive industry, the interviewees have realised that it is imperative for the business 
to be innovative, to take risks, and to be open to doing things differently to their 
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competitors. The rapid improvement in technology globally has been identified as one of 
the main contributing factors of increased innovation in the automotive industry. This 
increase in innovation has required motorcar dealerships to reinvest large sums of capital 
back into their businesses, to be able to keep up with the innovations taking place. In light 
of the increase in technological sophistication, Martha observes that “the business 
needed to take steps to ensure that they are able to not only compete within the local 
market, but also within the virtual market”.  
 
The Sieger’s have a similar standpoint; Luke points out that they needed to invest in the 
virtual market. He explains “Now you can click on a car and put your name and surname 
in and immediately an sms comes to the marketing manager and me, so I get  the lead 
within basically seconds of the person putting it in, and then also we do Facebook 
marketing which I also boosted, my credit card is linked to Sieger Motors Facebook 
accounts so if we boost ads or if we have specials on cars then you know I’ve had a role 
on the Facebook and then Google AdWords, so if someone searches Mercedes Benz car 
then Sieger Motors pops up and then takes it to our website”.  
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5.4 SUMMARY 
 
Chapter 5 provided the background information relating to each of these family business 
and described the business environment in which they operate. The chapter introduced 
each family business and thereafter gave a brief description of each family. The 
generational involvement in the business by each family was explained. A brief 
description of the life stage of each business and a summary of the historical sequence 
of events and incidents that have taken place during the establishment of these 
businesses was also provided. Finally, the ownership and leadership succession of the 
two businesses was briefly described. Chapter 5 concluded by describing the business 
environment in which the two family businesses operate.  
 
Chapter 6 will present the empirical findings of this study. In doing so, the eight familiness 
resource pools investigated are described in the context of the two family businesses. 
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CHAPTER 6 
 
EMPIRICAL FINDINGS 
 
6.1 INTRODUCTION 
 
Chapter 5 provided the background information relating to each of the participating family 
businesses and described the business environment in which they operate. In Chapter 6, 
the empirical findings of this study are presented. As such, in this chapter each of the 
eight resource pools investigated are described in the context of these two family 
businesses. The eight resource pools are leadership, governance, decision-making, 
relationships, networks, culture, financial capital, and knowledge. The topics of discussion 
for each resource pool vary. Different themes emerged within each resource pool, and 
this was contextualised and discussed for the two family businesses respectively. 
 
6.2 LEADERSHIP  
 
As described in Chapter 3, leadership is the ability of one or more persons to equip, train 
and influence their subordinates, having the ability to engage them and focus their skills 
and abilities on a particular mission or vision (Silva 2016:2; Algahtani 2014:75). 
Leadership is also a social influencing process whereby leaders seek the voluntary 
participation of their subordinates in an effort to achieve the goals or objectives of the 
business (Bhatti et al. 2012:192). When undertaking the content analysis in this study, it 
became apparent that leadership in the context of the two family businesses was 
described by the participants in terms of three themes, namely the current leadership 
structure, the attributes of the current leader, and the perception of future leadership. 
Each of these aspects of leadership in each of the family business is now explored. 
 
134 
 
 
6.2.1 Thomas Motor Group 
 
6.2.1.1  Leadership structure  
 
The leadership structure of the TMG is portrayed in Figure 6.1, where it can be seen that 
Arthur is the leader of the family business with several levels of leadership beneath him. 
As such a hierarchical leadership structure is evident. As the CEO, Arthur is at the top, 
with his brother Clint and the non-family member, Gavin, appearing just below him in the 
structure. Below them are the departmental managers which include family members, 
Michael and Martha. The level below them consists of departmental supervisors who 
answer to their departmental managers. 
 
Figure 6.1:  Leadership structure – Thomas Motor Group 
 
 
Source: Researcher’s own construction 
 
6.2.1.2 Leadership attributes and leadership style 
 
Using Atlas.ti, a word cloud (Figure 6.2) was generated from the transcripts after the first 
round of coding. The information gathered from participants concerning the leadership 
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resource pool as a whole was coded. From the word cloud, it can be seen that the word 
Arthur is clearly dominant with reference to leadership in the TMG. This is no surprise as 
Arthur is the major shareholder and CEO, having successfully led the business for the 
past 30 years. The only other person whose name was mentioned in the context of 
leadership was Gavin Bowden. Other descriptive words that emerged often with regard 
to leadership of the TMG as a whole, and worth noting, are strategic, empower, family, 
managers, strategist, challenging, professional, think, solid, wise, creative, influence and 
forward thinking. 
 
Figure 6.2:  Leadership word cloud – Thomas Motor Group 
 
Source: Researcher’s own construction 
 
From the first round of coding, various leadership attributes associated with Arthur were 
identified and these were then subjected to a second round of coding. A network diagram 
(see Figure 6.3) highlights the most common attributes associated with him. Attributes 
136 
 
 
that occurred at least five times, together with appropriate quotations, are included in the 
network diagram.  
 
The findings suggest that Arthur is a strong leader; he is a strategist and a forward thinker 
who is highly driven. He is professional and well-organised, and is a person who stands 
up for what he believes in. His strength as a leader relates to his experience and expertise 
in the business as well as in the automotive industry, his capacity to spot opportunities in 
the industry, and his ability to take advantage of those opportunities.
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Figure 6.3:  Leader network diagram – Thomas Motor Group  
 
 
 
Source: Researcher’s own construction 
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Arthur is determined to learn from past mistakes and experiences; he constantly wants to 
learn and often embarks on new challenges to gain more knowledge. This has filtered 
through to those close to him, as Gavin explains: “Arthur always encourages looking back 
at something and reflecting on the outcome of it”. Moreover, Clint, Arthur’s brother notes 
that “Arthur has a conservative side to him; he is at times risk-averse and conservative 
as a leader”. Nevertheless, Arthur is an influential leader, Gavin says that “Arthur has the 
most influence within the business”. Additionally, he suggests that Arthur is the key to the 
business from the family’s side. Arthur’s vast knowledge of the automotive industry and 
his influence over it illustrates expert leadership. This leadership style is prevalent in the 
way that Arthur is respected and admired by family and non-family employees as well as 
by influential members of the automotive industry. Arthur also has considerable 
legitimacy in that he is a highly respected businessman in the region and many external 
stakeholders look up to him.   
 
Arthur demonstrates an autocratic leadership style; however, there are signs of 
decentralising certain decisions in the business. This is evident in the way that he 
delegates operational decisions to the various managers within the business. Arthur has 
very high expectations and places high demands on his subordinates. He challenges 
them by prompting them to think differently and to be entrepreneurial within their 
departments. His position as the oldest son of the founder and the majority shareholder 
of the TMG, lends itself to the style of leadership demonstrated by Arthur. His dominant 
leadership style has at times made it difficult for other members to voice their opinions 
because of their fear of being completely disregarded. Although a non-family member at 
senior management level and a non-executive director on the board has in recent years 
brought more objectivity into the business and allowed other voices to be heard, Arthur 
still wants to lead projects without a clear intention to delegate major business decisions 
to the next generation.  
 
Arthur’s dominant and somewhat autocratic leadership style has also caused the 
employees and the business as a whole to become too reliant on Arthur, which may be 
a threat to the future of the business. As Gavin comments, “If Arthur died tomorrow, I 
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believe this company would battle a little bit. There would be a leadership vacuum … I 
believe I could go into the role. However, I believe I would need him … so what I believe 
needs to happen to overcome that leadership vacuum is Arthur in the next two years or 
so, needs to move into a chairmanship role and then move someone into the CEO role 
where we can get over that leadership vacuum.” The reason for this leadership vacuum 
is that Arthur is a visionary who thinks ahead of everyone else, in terms of where the 
business needs to go next and where it needs to be in the long term. 
 
6.2.1.3 Future leadership  
 
Both next generation family members (Martha and Michael) acknowledge the role and 
importance of qualified non-family members at senior level for the coming years. As 
Michael remarks, “So when Arthur retires, Gavin will step in, which makes sense; he’s a 
very clever guy, very knowledgeable, but if it was between Martha and myself, I would 
take the helm and Martha would continue as HR director.” As a non-family member, Gavin 
is respected, believes in the family business and is willing and able to take on the CEO 
position of the family business, which serves as a positive resource for the business going 
forward. As Gavin himself comments: “I’m not saying it has to be someone like me, 
[though] I sincerely hope so …”.  
 
Furthermore, the future leadership roles of Martha and Michael have been agreed upon. 
Martha has clearly indicated that she is not interested in the CEO position; in her own 
words: “I think that there is one significant bonus in this in that I certainly would never 
want the job … I want the balance, I don’t want the position”. Michael on the other hand 
has clearly indicated his willingness to take on the CEO position in the future. He does, 
however, realise that he needs much more training and experience in the TMG before 
this can happen. In response to being asked whether he would be willing to serve as CEO 
in the future, Michael comments: “Definitely. It’s a long road to get there, for sure, a lot of 
school fees to pay.” 
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Currently, Arthur is working closely with Gavin, training and mentoring him with a view to 
handing over the position of CEO of the TMG, despite his being a non-family member. 
According to Gavin, “He [Arthur] has focused on leadership skills in this business for the 
last, from 2005 … he’s equipped us to be able to run this business properly, given me all 
the tools to be able to make the right decisions and not just me, every level and then what 
he’s done, every year, trained the next level, trained the next level and the next level”. 
 
6.2.2  Sieger Motors 
 
6.2.2.1  Leadership structure  
 
The leadership structure of Sieger Motors is portrayed in Figure 6.4. Despite three family 
members having an equal ownership in the business, the structure is still hierarchical in 
nature. 
 
Figure 6.4:  Leadership structure – Sieger Motors 
  
 
 
Source: Researcher’s own construction 
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As depicted by Figure 6.4, it is clear that Ryan is the leader of the business, at the top of 
the hierarchical leadership structure, with his co-owners, Kane and Fred Sieger, who are 
dealer managers, on a level just below him. Although Luke is also a dealer manager like 
his uncles, he is not on the same level of leadership as them. Departmental managers 
are on the lowest level of leadership and answer to each of the dealer managers. 
 
6.2.2.2  Leadership attributes and leadership style  
 
A word cloud (see Figure 6.5) was created using Atlas.ti after the first round of coding on 
the data gathered relating to the leadership resource pool as a whole. In the word cloud, 
it is clear that the word Ryan is dominant when discussing leadership in Sieger Motors. 
This is no surprise as he is the CEO and dealer principal of Sieger Motors. Two other 
names emerged in the context of leadership, these being Kane and Luke. The franchise 
holder, Mercedes Benz, also features in discussions on leadership. Other descriptive 
words that emerged from the word cloud with regard to leadership as a whole at Sieger 
Motors that are worth noting, are entrepreneurial, dictatorship, autocratic, branches, 
learning, technology, innovator, problems, and resistance. 
 
As in the case of the TMG, the various leadership attributes specifically associated with 
the leader were subjected to a second round of coding. A network diagram (see Figure 
6.6) highlights the most common attributes associated with Ryan. Attributes that occurred 
at least five times, together with appropriate quotations, are included in the network 
diagram. The findings suggest that Ryan is a dominant and forceful leader who is also 
energetic and confident. He is described as a forward thinker and as being innovative and 
entrepreneurial. He does, however, behave impulsively at times and is prone to 
procrastination and impatience. 
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Figure 6.5:  Leadership word cloud – Sieger Motors 
 
Source: Researcher’s own construction 
 
Ryan has a vast amount of experience in the motor industry and is one of the few dealer 
principals who sits on the Truck and Dealer Council of Mercedes Benz. His role on this 
council, and his knowledge and skills relating to the use of information technology has 
enabled Sieger Motors to exploit several opportunities in a volatile and fast developing 
market. His knowledge and skill is respected by his cousins and makes him influential in 
Sieger Motors. Ryan is a forward thinker and an innovator.  His son Luke notes that “My 
dad is full of ideas, he is an innovator … he thinks differently”. According to external board 
member, William Eddy, “Ryan has all the skills his cousins lack and often all the thinking 
comes from him”.  
  
Ryan’s leadership is prevalent in the way that his subordinates look up to him and respect 
him. John West (one of his managers) describes his leadership as “strong, very good 
leadership”. However, as pointed out by Luke, he is a very dominant leader: “If he [Ryan] 
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tells you something, that is how it will go and no question about it … he stamps out his 
authority … he is kind of like a dictator”. It is clear that Ryan demonstrates an autocratic 
leadership style. He is often seen as overruling others and the policies of the business 
and tends to make decisions based on what he perceives to be the best way. Lisa 
comments that “policies only apply to us – it doesn’t apply to Ryan and his son. There is 
different rules for them”. Moreover, he is perceived to be impulsive as noted by Lisa: 
“Ryan will jump into a decision and hope it will float”. Ryan is seen by some as arrogant 
and is not considered by all as the right man for the job.   
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Figure 6.6:  Leader network diagram – Sieger Motors 
 
 
 
Source: Researcher’s own construction 
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6.2.1.3 Future leadership  
 
According to Kane and Fred Sieger, “there are only two family members to lead the 
business in the next generation: Luke Sieger and Fred Jr. Sieger”. Luke Sieger is clearly 
the favourite to lead the business in the future. Ryan believes that Luke has what it takes 
to assume leadership of the business in the future. He says that “Luke is able and has 
the potential to lead the company in fifteen years”. Luke himself believes that he is the 
best possible replacement for his dad and comments: “I am very aware that the next 
generation or third generation of this business is going to be led by me, so I need to step 
up my game and be innovative”.  
 
Fred Jr. could also be in line for a leadership position in the future; however, he believes 
“I still have a lot to learn before that”. Given that both Luke and Fred Jr. are still relatively 
young, Fred, Kane, and Ryan are open to non-family leadership for the family business 
in the foreseeable future. As Ryan remarks, “I would consider bringing in a non-family 
member into leadership – you potentially get good people”. However, at the moment there 
are no discussions taking place at board level or among the directors on the future 
leadership of Sieger Motors. 
 
6.3 GOVERNANCE 
 
Governance refers to the structures and processes that exist to direct and control the  
business and relationships among management, controlling shareholders, board of 
directors, and other internal and external stakeholders (Sarbah & Xiao 2015:40). Within 
family businesses, there are several family and business governance structures, for 
example, the family meeting and the family council (Villalonga et al. 2015:649; Rodrigues 
& Marques 2013:52–53), the shareholders agreement, and the board of directors (Sarbah 
& Xiao 2015:48; Pihkala 2014:17). When undertaking the content analysis in this study, 
it became apparent that governance in the context of the two family businesses was 
discussed by the participants in terms of two themes, namely the business governance 
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structures and the family governance structures. These aspects describing governance 
in the two family business are elaborated on below. 
 
6.3.1 Thomas Motor Group 
 
Table 6.1 provides a summary of the business and family governance structures that are 
evident in the TMG. The section that follows will elaborate on each of these structures 
and or processes. First the business structures, and thereafter the family governance 
structures, will be described. 
 
Table 6.1:  Business and family governance structure – Thomas Motor Group 
Business structures and/or processes Present (✓) / Absent (X) 
Board of directors ✓ 
Shareholders agreement ✓ 
Dividend policy ✓ 
Entry policy (family employment) ✓ 
Management meetings ✓ 
Committees  ✓ 
Franchise governance ✓ 
Family structures and/or processes Present (✓) / Absent (X) 
Family gatherings X 
Family meetings X 
Family council X 
Family constitution X 
Trusts (individual) ✓ 
Source: Researcher’s own construction 
 
6.3.1.1 Board of directors 
 
Figure 6.7 displays the board composition of the TMG. The board consists of five 
members, namely Arthur Thomas (majority shareholder), Clint Thomas (minority 
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shareholder), Gavin Bowden (financial director and dealer principal), Martha Store 
(human resources director) and Will Saunders (external non-family board member). 
Arthur, Clint, and Martha are the only three family members who sit on the board. The 
findings however suggest that Arthur is the most dominant member of the board, which 
is to be expected as he is the majority shareholder of the business. Arthur’s philosophy 
is that “I am the leader and I need to lead”; however, he also emphasises that “all 
decisions of importance are made by the board and are made in consultation; I never, 
ever make dictatorial decisions”. Others contradict this statement by Arthur, as Arthur’s 
dominating style has at times made it difficult for other members to voice their opinions 
because of their fear of being completely disregarded. Martha remarks that “we are all 
very much governed by Arthur, so I think the challenge in that leadership, because it has 
been so dominant, is how do you challenge that”. 
 
Figure 6.7:  Board composition – Thomas Motor Group 
 
Source: Researcher’s own construction 
 
In terms of the functioning of the board, Gavin explains: “the board meets once a quarter 
and the meetings are regulated”. Moreover, Gavin points out that “decisions that we make 
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at board level are the high end decisions across the whole business”. Martha also notes 
that “the board has the role of making strategic decisions and bigger financial decisions”. 
 
6.3.1.2 Shareholders agreement and policies  
 
The TMG has a shareholders agreement and several policies in place. The shareholders 
agreement outlines the sales of shares and the regulations for exit. According to Arthur, 
if he were to die, “Gail [Arthur’s wife] would succeed all of my shares” and if Clint were to 
die shortly after, the shareholders agreement would give Gail the right to buy out the 
shares of Clint. However, Gavin points out that “the shareholders agreement is a stuff-up 
at the moment which is getting sorted out”.  
 
The TMG also has an entry policy which governs family members working in the business. 
Gavin says, “a rule in the family, you can’t come into the business unless you have made 
it outside”. Clint also remarks that “when positions become available we advertise them 
internally, we advertise them in the press … we have always said that children should 
actually come with some skill into the business and that because it is a family business, 
it’s not a right to employment so they would still need to apply”.  
 
A dividend policy, whereby 20 per cent of profits, is paid out to shareholders, is also in 
place. According to Arthur, “we retain eighty per cent of our profits and we pay out twenty 
per cent in dividend to shareholders”. This is confirmed by fellow shareholder Clint, who 
says: “we have got a policy now where we pay twenty per cent dividend”.  
 
6.3.1.3 Management meetings, committees and other forums 
 
The TMG has several platforms to ensure the company is managed professionally. 
Management meetings take place on a regular basis where the members of the board, 
who are also in top management, sit down with other top management personnel as well 
as department heads of the business. Clint notes that management meetings are for 
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“discussing problems and solutions to challenges or opportunities that top level 
management want to pursue”.  
 
The TMG also has an ethics and social responsibility committee and several other forums. 
According to Martha, the “ethics committee feeds into the board, meaning that there is 
another regulatory body in the organisation, chaired by an independent shareholder”. 
Martha remarks that “the ethics and social committee – I think that brings even greater 
stability and objectivity to the decision-making of the business and at the board level”. 
The ethics and social responsibility committee deals with ethical issues where employees 
have behaved unethically, or where the business needs to align with certain industry 
ethics. In addition, Martha elaborates on the other role of the ethics and social 
responsibility committee: “They do a funding model works that feeds into our special 
needs funds, but what they do is, once a month they have a market day, usually involving 
food, because if you ever want to sell anything, you sell food here, anyway, so usually we 
sell food, so it goes, I mean literally, the money than goes to special needs initiatives”.  
 
Other forums include a sales forum, a service forum, a financial forum and a management 
forum. Martha notes that these forums are “pots of learning and what comes out of that 
is a spiral of ideas and good energy and often that forum then acts on it and make things 
happen, I think that if you look at the various structures within the business, they make 
for innovative thinking and quick decision-making”.  
 
6.3.1.4 Franchise governance 
 
The TMG has the licence to sell several vehicle brands, most notably the VW and Audi 
brands. As such they are franchisees and must adhere to the regulatory requirements 
and governance structures as dictated by the franchisor.  Michael notes that “the business 
model is dictated by Volkswagen, how you manage your accounts, how you report your 
accounts”. Additionally, VW audits the business annually to ensure it is up to standard 
and the requirements set by the franchise are met. The TMG is also not allowed to make 
any big decisions without the approval of the franchisor (VW). An example of this is noted 
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by Gavin: “building our new site was a three-year process to get approval with VW SA, 
just for them to approve us to do it”. Other regulatory requirements imposed by the 
franchisor include those relating to the specialised tools used in the workshops, the 
signage used, and the training of staff and top level management. An example is a recent 
change in tools and software. According to Gavin, “VW have come to us and said, ‘Four 
of our machines here are going to become obsolete at the end of November because 
they’re not going to run on the new operating system’ … so I had to sign of half a million 
rands of equipment”. 
 
6.3.1.5 Family governance 
 
No formal family governance structures are in place in the TMG.  However, Michael and 
Martha are in the process of implementing formal family governance structure (at the time 
of the interviews). Michael remarks, “Martha and I are pushing hard for the family council, 
for annual meetings, to get everyone into a room and to explain the scenario so that 
everyone understand what really goes on versus the broken telephone messages and 
dilemma that’s happening at the moment”. Additionally, Michael remembers that they 
once had a family meeting around 2002 but after that, never again. 
 
The shares in the TMG of both Arthur and Clint, are owned by their own personal trusts. 
These shares are governed by the shareholders agreement. Apart from these individual 
trusts, the family as a whole does not have any other trusts. 
 
6.3.2 Sieger Motors 
 
Table 6.2 provides a summary of the business and family governance structures that are 
evident in Sieger Motors. The section that follows will elaborate on each of these 
structures and processes. First the business and thereafter the family governance 
structures will be described. 
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Table 6.2:  Business and family governance structure – Sieger Motors 
Business structures and/or processes Present (✓) / Absent (X) 
Board of directors ✓ 
Shareholders agreement ✓ 
Dividend policy X 
Entry policy (family employment) X 
Management meetings ✓ 
Committees  X 
Franchise governance ✓ 
Family structures and/or processes Present (✓) / Absent (X) 
Family gatherings X 
Family meetings X 
Family council X 
Family constitution X 
Trusts (individual) ✓ 
Source: Researcher’s own construction 
 
 6.3.2.1 Board of directors 
 
Figure 6.8 displays the board composition of Sieger Motors. The board consists of three 
official board members and two advisory members. The three official members of the 
board of directors are equal shareholders and also family members, Ryan, Fred and Kane 
Sieger. Luke Sieger is another family member who sits on the board, however he holds 
a representative position on the board, namely that of representing his grandfather, 
Willmar Sieger. The two advisory members are William Eddy and Nico Oberholzer (known 
as NT). Both are non-family members and act as consultants to the board. “The advisors 
on the board hold no voting power” explains NT. In addition, it appears that even at board 
level, Ryan’s autocratic leadership style and dominant personality prevailsy. As NT 
remarks, “Ryan is the chairperson and he is quite forceful, maybe too much so”. 
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Figure 6.8:  Board composition – Sieger Motors 
 
 
Source: Researcher’s own construction 
 
The board of directors meets once every two to three months and according to Kane, “the 
role of the board is to deal with major strategic decisions, bigger financial decisions and 
the declaration of dividends each year”.  
 
6.3.2.2 Shareholders agreement and policies  
 
Sieger Motors have a shareholders agreement in place which governs the transfer and 
sales of shares. Fred remarks that “the shareholders agreement if one of us want to sell, 
the others have first opportunity to buy and if not then they must agree on who it is being 
sold to”. Sieger Motors has no formal entry policy for family members. According to Fred, 
“there is no rules, there is no written rule for entry for a family member”. However, Luke 
does make the observation that “if a family member would like to enter it is company rules, 
company rules still apply”. Lisa, however, contradicts this saying that “policies only apply 
to us – it doesn’t apply to Ryan and his son. There is different rules for them”. Although 
described by Ryan as being very “informal”, Sieger Motors has a dividend policy. More 
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specifically, Kane says “there is no specific policy, like we give ten per cent … we decide 
at a board meeting and that is it”.  
 
6.3.2.3 Committees, management meetings and other forums 
 
In contrast to the TMG, Sieger Motors has no formal committees or forums of any kind in 
place. They do, however, have regular management meetings. These management 
meetings involve the top level managers and the directors on the board who are also 
involved in the business. John, the after-sales manager at Sieger Motors points out that 
management meetings are held “once a month, at least once a month or twice a month”. 
Management meetings are used to discuss problems and challenges facing the business, 
as well as solutions to these problems and various processes within the business. 
 
6.3.2.4 Franchise governance 
 
Similar to the TMG, Sieger Motors is a franchisee, in this case, of Mercedes Benz and 
therefore several regulatory requirements are imposed on Sieger Motors by Mercedes 
Benz. According to Ryan, “virtually everything is dictated by Mercedes, even the after-
sales service … the rules, how it’s done, what’s done, how they market – it is all dictated”. 
An example of a directive from Mercedes Benz to Sieger Motors is given by Ryan who 
says “just our signage that we had to replace, these three signs in the front here and 
those little goodies, at the three sites, is a million rand – just the signage”. 
 
6.3.2.5 Family governance 
 
No family governance structures are in place at Sieger Motors. Family gatherings did take 
place at one time but, as with the TMG, relationship differences between several family 
members mean that such gatherings no longer happen. According to Fred Jr., “we usually 
did have once a year a family weekend”. Chenay clarifies this, saying, “we used to have 
a family gathering once a year; we haven’t done it now, with the one dad passing away 
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… it wasn’t like because of conflict, not really, maybe here and there small conflict, but 
not too serious”. 
 
According to Kane, “each individual family member has their own family trust”. These 
trusts govern the management and transfer of their shares. However, the shareholders 
agreement influences the sales and transfer of business shares. 
 
6.4 DECISION-MAKING 
 
As previously described, decision-making refers to the “way in which individuals interpret 
problems, form goals, search for information and combine information to arrive at 
solutions or decisions” (Olcum & Titrek 2015:1937). When undertaking the content 
analysis in this study it became apparent that decision-making in the context of the two 
family businesses investigated can be described in terms of several themes, namely the 
types of decisions made, the key decision-makers, the attributes of decision-making, and 
the factors influencing decision-making. These themes describing decision-making in the 
two participating family businesses are elaborated on below. 
 
6.4.1 Thomas Motor Group 
 
6.4.1.1 Types of decisions  
 
According to the empirical findings, several types of decisions are made within the TMG. 
These decisions are summarised in Table 6.3. The types of decisions include strategic 
decisions and financial decisions, which are more centralised at top level management, 
as well as operational decisions and departmental decisions, which are decentralised. 
Gavin notes that strategic decisions include “investment into a new venture and 
strategies” whereas Martha remarks that strategic decisions “are the high end decisions 
across the whole business”. The financial decisions are described by Clint as “the big 
capital decisions” and, as with the strategic decisions, these are centralised and made by 
the board of directors. 
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Table 6.3:  Key decision-makers and types of decisions made – Thomas Motor 
Group 
Decision-makers Types of decisions made 
The board of directors Strategic decisions; Financial decisions 
Arthur Thomas 
Strategic decisions; Financial decisions; Departmental 
decisions 
Clint Thomas 
Strategic decision influence; Departmental decisions; 
Operational decisions 
Gavin Bowden Departmental decisions; Operational decisions 
Department heads/managers Operational decisions 
Source: Researcher’s own construction 
 
Decentralised decisions include operational decisions and departmental decisions such 
as buying the necessary equipment or smaller assets. Gavin gives some examples of 
operational decisions: “your vehicle has got a problem and I need to swap it out, the 
decision is made by me … buying your computers, your printers, all that”. Departmental 
decisions relate to small capital items, Gavin remarks that “these are decisions that 
depends on how much you want to spend. If it’s within your budget, you are encouraged 
to do whatever you need to do to get the job done”. Moreover, Clint describes 
decentralised decisions in these terms: “a lot of things don’t even have to go to the board, 
they are issues that are more operational issues that would even be done through a sales 
manager, as long as he is within in his frame of reference”. Although decisions are 
decentralised, Arthur mentions that “every pot [branch] has got a leader who is 
answerable to me”. 
 
Table 6.3 provided a summary of which types of decisions are made by which key 
decision-makers within Thomas Motor Group. The section that follows will elaborate on 
these key decisions-makers.   
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6.4.1.2 Key decision-makers 
 
The findings suggest that there are three key groups of decision-makers within the TMG. 
These are: the board of directors, three individuals (namely Arthur and Clint Thomas, and 
Gavin Bowden), and the heads of department/managers. Each of these respective 
decision-makers have authority over certain types of decisions in the TMG.  
 
All strategic decisions and financial decisions are made at board level. According to 
Gavin, these are “huge investments as such, you know, so in other words, moving 
dealership”. Martha notes that at board level, “the capital allocation process takes place 
… much is driven by the shareholders but influenced by Gavin and they have really 
listened to him in terms of dividends, in terms of reinvestment, in terms of capital 
expenditure”. Additionally, Martha notes that “strategic decisions are made as a team, 
absolutely”. Clint reiterates this, explaining that “it is normally one member, one vote”.  
 
The findings suggest that Arthur is a key decision-maker and that he makes strategic as 
well as departmental decisions. Arthur’s autocratic leadership style prevails in his 
decision-making and both Michael and Gavin note that Arthur is the key decision-maker 
of the business. Michael explains: “Arthur’s in charge, so if Arthur doesn’t like the idea, 
it’s not going to happen, even if it was a good idea, it’s not going to happen”. According 
to Gavin, “Arthur has got the control, he’s got sixty per cent shareholding, so any strategic 
decision I can be as blunt to say that it will be Arthur’s decision … Arthur will steamroll 
any decision he wants”. Gavin confirms that Arthur also has power over departmental 
decisions: “if Arthur doesn’t like our latest advert on the radio, he’ll say Gavin, you guys 
are losing your brief of premium, so you know, that will be his words to us, he just says 
fix it”. 
 
As the only other shareholder in the business, Clint also has the authority to make 
decisions within the business. Clint remarks that “if there is any disagreement over how 
decisions are being made, informally my brother and I will decide”. However, Gavin notes 
that “Arthur will dominate Clint in decisions because of the sixty-forty split in 
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shareholding”. Furthermore, Clint has departmental and operational decision-making 
authority over the commercial side of the business, as well as over the Suzuki brand. 
 
As the dealer principal of one of the branches and the financial director on the board of 
directors, Gavin has a strong influence on decision-making by the board, and is 
considered to be an advisor to Arthur. According to Martha, “Gavin is a strong confidante 
of Arthur and his decision-making … Gavin has influence, they have really listened to him 
in terms of dividends, in terms of reinvestment, in terms of capital expenditure, they really, 
he’s very wise council”. Gavin also has authority over operational decisions; he explains 
that “I will do more operational decisions on operational assets, any assets required 
operationally will come through me, certain ones”. Michael notes that “Gavin has 
centralised decision-making power over Volkswagen and whatever stems out of 
Volkswagen”. 
 
It is also clear from the findings that as the TMG has grown, the company’s decision-
making has become more decentralised. According to Clint, “I think the evolution and our 
growth path, that we have had to have a lot of layers of people now picking up and making 
a lot of those decisions”. As a result of the decentralisation of decision-making, 
department heads and managers have been allowed to make operational decisions within 
their scope of authority. Arthur explains that “each manager or pot has a defined scope 
of responsibility, each one has got a clear limit of authority, they make their own 
decisions”.  
 
6.4.1.7 Attributes of decision-making and influencing factors 
 
The findings highlight two distinct attributes of TMG decision-making: it is quick and agile, 
and decisions are carefully calculated. These attributes have enabled the business to 
move quickly and take advantage of opportunities in the market as well as holding off its 
competitors. Michael remarks that “decision-making within the business is very quick”, 
which is confirmed by Martha: “our decision making is fast paced. We can move quickly 
and we’ve got the resources and the people often to make things happen promptly”. Clint 
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believes that this has been TMG’s edge over competition, and states, “I think we have 
out-boxed a lot of our competitors with our agility”. 
 
The findings also show that decisions are carefully calculated before they are made. This 
could be attributed to Arthur’s strategic nature when he says, “we think about what we’re 
going to invest in; it must fit into the strategy”. Similarly, Clint states that “we are definitely 
not a high-risk-taking business, we look at it properly and make an educated decision 
before going forward”. Furthermore, Gavin notes that “we will remain focused, where 
opportunities have come up, we will probe them, analyse them and then ditch them. We 
won’t say, oh we’ll just go for it and let’s see if we can make it work”. An example of 
carefully calculated decision-making was the group’s move into their Moffett and Main 
dealership, as Clint recalls: “we did all the numbers for the Moffett’s dealership, I mean 
they spent weeks on it, they had a battery of people doing scenario planning, if it was this, 
it is was that, this is what the bottom line is going to look like, because you know that was 
a huge investment”. A final observation is that much of the decision-making in the 
business is based on Christian values. In fact, Arthur states that he uses “Christian-based 
decision-making in his attitude towards people and events and situations”. 
 
6.4.2 Sieger Motors 
 
6.4.2.1 Types of decisions  
 
According to the empirical findings, several types of decisions are also made in Sieger 
Motors, namely strategic decisions, financial or investment decisions, branch decisions 
and operational decisions. Financial decisions are taken at board level and advice is 
sought from external board members. Both branch and operational decisions are 
decentralised and made by branch or senior managers. These decisions are made 
depending on the scope of responsibility. Table 6.4 provides a summary of the types of 
decisions made by Sieger Motors, and who makes these decisions.  
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Table 6.4: Key decision-makers and types of decisions made – Sieger Motors 
Decision-makers Types of decisions made 
The board of directors Strategic decisions; Financial decisions 
Ryan Sieger Strategic decisions; Branch decisions 
Kane Sieger 
Strategic decisions; Branch decisions; Operational 
decisions 
Fred Sieger 
Strategic decisions; Branch decisions; Operational 
decisions 
Luke Sieger 
Strategic decisions; Branch decisions; Operational 
decisions 
Senior management Operational decisions 
 Source: Researcher’s own construction 
 
The findings suggest that there are three key groups of decision-makers within the 
business: the board of directors, four individuals (Ryan, Kane, Fred and Luke), and senior 
management. Each of the groups has authority over certain types of decisions made in 
the business. The section that follows will elaborate on each group of key decision-
makers.  
 
6.4.2.2 Key decision-makers  
 
All strategic and financial decisions are made at board level. It is important to note that 
although the two external advisory board members do not have a formal vote when 
strategic decisions are made, both are consulted concerning strategic decisions made at 
board level. Voting on strategic decisions is the responsibility of the three shareholders, 
Ryan, Kane and Fred Sieger, and the representative shareholder, Luke Sieger. NT 
explains: “when we vote on the board only the shareholders hold the right to vote”. 
However, according to Kane bringing in the two independent outside advisory board 
members has helped as “they make the decision-making process more structured and 
disciplined if I can say that; more formal”.  
 
Examples of strategic decisions and important financial decisions made at board level are 
described by Fred as “huge things, like buying Vryheid or buying any other dealership as 
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well as declaring dividend”. In addition, Fred reiterates that strategic decisions are made 
jointly: “we decide together whether we are going to do it or not, it is not they just do it 
and they just tell me well, we’ve done this now kind of thing. We decide together”. 
 
Ryan is a key decision-maker at Sieger Motors. As CEO and dealer principal, he has 
decision-making power over all decisions in the business. The findings suggest that he 
dominates decision-making in general. Chenay remarks that “there is one particular 
person that dominates decision-making”. When asked if that causes any problems, she 
replied, “Ja, ja [yes] … this is the biggest challenge they may face in the future”. Ryan 
acknowledges that he has more decision-making power than the others, explaining that 
“I can just come back with a server [Computer server] and I probably can”. Branch 
decisions are taken by branch managers, while Ryan, as dealer principal, has an 
influence over these decisions.  
 
As branch managers and board members, Kane, Fred and Luke have an influence on 
both strategic and branch decisions. In terms of strategic decisions at board level, the 
three of them have some power over decision-making. Luke explains: “if everyone agrees 
then we go for it, if there is a decision to not go or go, everyone must agree before you 
go”. As branch managers they have authority to make decisions that concern their 
branches. As Fred notes, “I sit in Volksrust most of the time so you might say that 
whatever stems out of Volksrust comes from me and whatever stems out of Town 3 stems 
out of Luke and Ryan and what stems out of Town 2, Kane, but obviously Ryan is in 
charge of all three branches so he has an influence on the other two branches as well”. 
 
Kane, Fred and Luke also have authority over several operational decisions, specifically 
those decisions that are made by the various department heads. Luke explains that “in 
your branch you basically can make decisions, operational, operational decisions, yes”. 
For example, at branch level they have the authority to make operational decisions such 
as “the decision to give a certain amount of discount [Luke]”. Ryan, Kane, Fred and Luke 
all play important roles in decision-making. As Lisa explains, decisions are often made in 
consultation, “they have got regular meetings, like every week they have got meetings. 
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And then they will put things on the agenda and then they will make a decision together 
there and it must be implemented from then on”. However, there is evidence that Ryan 
sometimes goes over the heads of the others and makes decisions without them. 
According to NT, “he [Ryan] is not always consulting properly with the others before major 
decisions are made”. 
 
At the lower levels of management, employees at senior level are given a certain degree 
of decision-making authority with regard to operational decision-making. When asked 
about senior level management’s decision-making authority, NT remarked, “I would say 
so … sometimes almost too much freedom”. 
 
6.4.2.3 Attributes of decision-making and influencing factors  
 
Decision-making in Sieger Motors is perceived to be quick and conservative. NT explains 
that “decision-making is much quicker than going through various levels of board 
meetings like in corporate”. According to Fred, the ability to make quick decisions has 
aided them: “the fact that we are a family business has helped us to be more 
entrepreneurial and grab an opportunity quicker because we are a family business … 
there is shorter decision-making, so if there was an idea and I put the idea on the table 
we go for it or we don’t go for it so it would happen quick”. NT, however, also describes 
decision-making at Sieger Motors as “a little conservative”. Similarly, Luke comments that 
“I don’t think we take major risk, we don’t place super risk on the family or the assets at 
any one time, I mean there is going to be risk when you purchase a new dealer, but it is 
not as if it is going to put the business in jeopardy”.  
 
The findings of this study also suggest that that the spouses of Kane and Fred Sieger 
have some influence over decision-making at Sieger Motors. According to Ryan, “they 
influence in a quiet way; Lisa is very professional but I know she influences Fred and 
Chenay will influence Kane”.  
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6.5 RELATIONSHIPS 
 
Relationships in family businesses are unique in that there is a working and a family 
aspect to these relationships (McGrath & O’Toole 2017:6). As such, different relationships 
in the context of family businesses can be identified, namely relationships between family 
members themselves, and between family and non-family members. Family relationships 
include those between active family members (working inside the family business), 
between active and non-active family members, and between family members in general. 
Other relationships include those between family and non-family employees as well as 
between family members and external stakeholders. These relationships with external 
stakeholders are discussed in more details under the resource pool networks.  
 
6.5.1 Thomas Motor Group 
 
While analysing the research data after the first round of coding using Atlas.ti, a word 
cloud was generated. This was done by drawing on verbatim extracts from interviews 
identified as describing the relationships associated with the TMG. Figure 6.9 highlights 
some of these descriptive words.  
 
In Figure 6.9, it can be seen that words such as respect, trust, relationship, close, family 
and straight occur frequently when describing relationships within the TMG.  Although 
words such as conflict, steamy, tensions and challenges also appear, relationships in 
general are associated with more positive than negative words.  Michael, however, 
remarks that “I think for every family member that’s not in the business, it’s a complete 
disadvantage because you hear conflicting stories on the outside”, causing upset in the 
family relationships. Nevertheless, Michael suggests that as they push for the 
establishment of a family council, this may change in the near future.  
  
163 
 
 
Figure 6.9: Word cloud of relationships – Thomas Motor Group 
 
Source: Researcher’s own construction 
 
Relationships between the second generation family members, specifically those who did 
not get involved in the family business (inactive family members) after the death of the 
founder, have improved over time.  Previously all the brothers had holiday houses in 
different parts of the country, but at the time of the interviews, everyone had a holiday 
house in the same place, they shared Christmases and family fishing competitions, and 
many relationships had been restored since 1981.  
 
With regard to relationships within the TMG, the second round of coding revealed several 
relationships worth noting, as discussed below.  
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6.5.1.1 Relationships between managing family shareholders (second   
 generation) 
 
The relationship between Arthur and Clint has been described as volatile and competitive 
in nature, but has improved over the years. The brothers respect each other and tolerate 
each other in their working relationship. Gavin notes that their interaction outside the 
working environment is minimal and their relationship is described as “not warm, not 
close, and volatile”. Additionally, Gavin believes that “Clint’s financial position causes big 
tension between himself and Arthur”. Martha believes “the greatest challenge is that the 
two brothers have a working relationship, but no personal relationship”. Although the 
relationship between the brothers has been impersonal and lacked closeness over the 
years, it has not negatively influenced the performance of the business.  
 
6.5.1.2 Relationship between active third generation family members  
 
The relationship between the active family members in the business, Martha and Michael, 
is described by Arthur as “very good, focused, functional and professional”. They have a 
great deal of respect for one another and openly communicate with each other. They also 
recognise and acknowledge each other’s contributions and strengths, as well as their own 
limitations and what is needed for continuing business success. Both Michael and Martha 
are of the opinion that their relationship is strong and that they are close, as well as 
respectful of each other from a personal and professional point of view.  As Michael 
comments, “We grew up together, so our relationship is good. She tells me straight, I tell 
her straight”. This is supported by Gavin who says, “Martha and Michael are very close 
…  I do know Martha and Michael respect each other really well, so I think it all hinges on 
the relationship that Martha and Michael have got because that’s where it will work”. 
 
6.5.1.3 Relationships between second and third generation family members 
 
There are two parent–child relationships that exist within the TMG, namely between 
Arthur (father) and Martha (daughter), as well as between Clint (father) and Michael (son). 
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Arthur and Martha have a close relationship and Arthur has been a great mentor to Martha 
over the years. Gavin comments: “Martha’s obviously been mentored a lot more by 
Arthur, so Martha understands how Arthur operates, so I believe Martha’s got a lot of 
strengths that she’s learnt over the years, the way that she’s been brought up and that to 
be able to play a significant role within the company into the future.” Despite the strong 
relationship between Arthur and Martha, the overlap of family and employee roles in the 
family business has at times presented challenges. Martha remarks: “to divorce work and 
home has at times been really challenging, and at work I call him ‘Arthur’ and then I go 
home and I have got to call him Dad”.  
 
On the other hand, the relationship between Clint and Michael is not as close as between 
Arthur and Martha. As Martha describes it, “I think it’s solid, I don’t believe it’s a warm 
father–son relationship and I know at times it has been challenged, or challenging. 
There’s not a lot of communication”. It was not Clint, but Martha, who initiated the idea of 
bringing Michael into the business, and Arthur who concluded the negotiations. However, 
Clint believes that the relationship he has with his son is not close because they work in 
different departments. Clint explains that “Michael is general manager of after-sales up at 
the Moffett, and that is far away from my areas of influence… I think it will improve as we 
go along because he will move up the ladder”. 
 
Neither Michael nor Martha believe that they are treated any differently because they 
have a parent as a shareholder. Gavin observes that “Arthur treats Martha as a business 
lady at work, at home she’s a daughter, there is no family, family … he doesn’t sit in a 
meeting and all family, family, or with Clint, he neither, it’s business so he’ll treat me the 
same way he’ll treat Clint”. Moreover, Martha and Michael believe that being a family 
member is in some ways more difficult because it increases the expectations and the 
pressure on them to perform.   
 
 
 
166 
 
 
6.5.1.4 Relationship between active family members and non-family   
 employees 
 
A sound relationship exists between the shareholders of the TMG, Arthur and Clint, and 
Gavin, who is a non-family financial director and dealer principal. Gavin is respected by 
the brothers and as Clint remarks, “we are lucky to have somebody like Gavin Bowden 
as a director … we are lucky we have got somebody like that and he is very bright”. With 
this being said, Gavin has had to learn to work carefully alongside Arthur and Clint, owing 
to the volatile relationship between them. According to Gavin, “Arthur and Clint have a 
steamy relationship all the time. I’m like the middle … I get to hear about the stuff more 
than the mediator, so I don’t say it, but I am the director in the middle”. 
 
The strong, healthy and trusting working relationships that exist between the third 
generation (Martha and Michael) and the non-family employee (Gavin) are embedded in 
trust and respect. Both Martha and Michael have a high regard for Gavin, and vice-versa. 
Martha believes that Gavin played a significant role in her development in the company 
and that she, Michael and Gavin “have unique characteristics that work well together … I 
have great respect for Gavin, I have great respect for his capability and professionalism 
and I feel that that respect is returned. Gavin is a valued colleague; if I have got a problem, 
I can really go to Gavin … he has a very sound council … He is a wonderful colleague, 
he really is and as I said, trust, I really trust him.” The same respect for Martha and Michael 
is evident from Gavin, although he has worked with Martha for a longer period than with 
Michael.  According to Gavin, “I rate my relationship with Martha good, good business 
relationship … we’ve got a respect for each other, we’ve been in the business for a similar 
time, I think there is a lot of respect between the family members and non-family, on the 
level, you know, so Michael and Martha, as I said, Michael and I have only really worked 
together closely now for about three months … I still think we need to prove to each other 
a little bit more”. 
 
Regarding other non-family employees in the business, Michael says that “they are 
critical; you can’t just rely on family members, cause if there’s skills missing … You need 
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to include people that are non-family members that have skill”. In fact, he believes that 
top managers that are non-family and the family employees and owners work as an 
effective team. Gavin supports this view: “I think there is a lot of respect between the 
family members and non-family members”. Finally, Arthur notes that “there is no 
difference between a family member and a non-family member … we work together as 
an effective team”. 
 
6.5.2 Sieger Motors 
 
While analysing the research data after the first round of coding using Atlas.ti, a word 
cloud was generated. This was done by drawing on verbatim extracts from interviews 
which were identified as describing the relationships associated with Sieger Motors. 
Figure 6.10 highlights some of these descriptive words.  
  
Figure 6.10:  Word cloud of relationships – Sieger Motors 
 
Source: Researcher’s construction 
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In Figure 6.10 it can be seen that words such as talk, together, good, stick [together], 
discuss, relationship and family occur often when describing relationships within Sieger 
Motors. However, words with negative connotations such as problematic communication, 
lack of communication, conflicts, arguments and friction also arose. Nevertheless, it 
appears that in general, relationships have more positive than negative attributes. 
 
Relationships among the family in general can be described as amicable; however, in 
recent times the family has not been as close as it was in the past, and there have been 
several incidents of conflict between particular family members. The family gatherings 
and family weekends that were once part of the family tradition have not taken place for 
some time. According to Fred, “my wife for instance doesn’t get along, doesn’t like Ryan’s 
sister at all for various reasons”. Similarly, Lisa remarks: “I don’t want that woman in my 
house, I don’t want in my life, I don’t want her near me, because she is mentally not all 
there”. Furthermore, Lisa remarks that “Ryan’s sons are all atheists. I am not saying 
because we are Christians we are better than them, but they have different ways of 
looking at life, like what we are looking at life … there is not the same values”.  
 
Chenay, on the other hand, reports that her relationship with Liezel (Ryan’s sister) is fine: 
“We visit there a lot and have birthdays together, and Kane and myself are very relaxed; 
we are relaxed with the family, we don’t have issues”. Chenay further explains that “you 
know you have your challenges with the family, it is not always easy, never – because 
not everybody always agrees, they agree to disagree – but you can still talk to each other 
and you know, they sort something out and it is over with and they carry on”.  
 
Relationships between active and non-active family members are not good. As Fred 
points out, “we don’t talk to the non-active ones at all” and when asked who he was 
referring to, he replied, “Anybody that hasn’t, anybody who is not actively involved in the 
business”. He mentions that “in private we keep out of each other’s way”, suggesting 
deteriorating relationships between the two family groups.  
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With regard to the internal relationships in Sieger Motors, the second round of coding 
revealed several relationships worth noting; these are elaborated on below. 
 
6.5.2.1 Relationships between managing family shareholders 
 
The relationships between Ryan, Kane and Fred date back to their childhood as Ryan 
remarks: “Fred, Kane and I, we played together as kids, they lived three houses away”. 
The relationship between them is very supportive and loyal. According to Kane, “our 
strength is we stick together, if there is anything we stick together”. Moreover, Ryan notes 
that “the relationship between the three of us is much better than the relationship between 
our fathers”. However, one of the external advisory board members, NT, perceives the 
relationship between them as “harmonious but with some conflict”. NT’s perception is 
confirmed by Kane who notes that “it is good we have arguments … I think we all make 
mistakes, all three of us. And then we talk about it”.  
 
The business relationship between Ryan, Kane and Fred suffers from a lack of 
communication, specifically between Ryan and his cousins. Lisa, for example, notes that 
“he [Ryan] don’t always consider the others”. Similarly, NT points out that there is “a lack 
of communication and proper consultation” between the shareholders. Additionally, Fred 
observes that “I think communication is still a problem; we do have meetings and that, but 
I still feel that we don’t talk to each other enough”.  
  
The relationship between the two brothers, Kane and Fred however, is close. According 
to Ryan, “they will stand together come hell or high water”. Their sibling bond is strong; 
they often talk and have always supported each other, particularly after their mother’s 
death. Chenay believes this has influenced decision-making in the business, in that “they 
side with each other. They do, a lot … They back each other up”. According to Ryan the 
biggest challenge facing the relationship between his cousins is that if, in the future, the 
shares were sold or inherited by either of their spouses, “Kane will not want Lisa as a 
partner. And I am not so sure Fred will want Chenay as a partner”. 
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6.5.2.2 Relationships between active third generation family members 
 
The relationship between the third generation family members working in the family 
business is not as close as the relationships between their fathers. Although the three 
active third generation family members (Luke, Angus and Fred Jr.) get along well, they 
do not socialise together and are not in touch very often. Luke describes his relationship 
with his cousins as “good”. He highlights “my cousin Angus, we’ve been best friends since 
we’ve been kids and he works here now so it’s a very good relationship with him”. On the 
other hand, “my relationship with little Fred is a good relationship but we are not close, I 
don’t view him as a bad guy or unintelligent guy or anything”. According to Fred Jr. their 
relationships are good; he says, “I don’t see them often but we get along pretty well”. 
 
6.5.2.3  Relationships between active second and third generation family 
members 
 
The relationships between the second and third generation family members working in 
the family business exist between Luke and his uncles, and Luke and his father. The other 
relationships occur between Fred Jr. and his uncles, Ryan and Kane, and between him 
and his father. 
 
Kane explains that the relationship between him and Luke is a very supportive one and 
that he often helps Luke because he is still learning and making mistakes. Kane notes 
that “I talk to Luke a lot, we talk a lot on deals and so on and I am there for him all the 
time, and I also think it is important that when he does a job that you say ‘well done’ ”. 
Fred also mentions that “I try and help Luke where I can; not necessarily that he always 
accept what he’s been told but I think he do listen when you talk to him”. According to 
Luke, however, “my relationships with my uncles were not always good. I was always the 
windgat laaitie[Cocky young man] that entered the business”. However, Luke realises the 
importance of his relationships with his uncles and remarks that “I need to manage my 
relationships with [uncle] Fred, [and uncle] Kane as best I can and as smoothly as I can 
because it is very important”. However, Luke points out: “the fact that we have three 
171 
 
 
dealerships is not only good geographically, it is good for the family and family 
relationships I think”.  
 
Luke’s relationship with his father Ryan can be described as close but not very open. 
Ryan perceives that “my kids are totally open with me, to the point it is a bit over-sharing 
sometimes”. Luke, however, says, “my uncle Kane is much easier to talk to about a 
problem than my dad; I would go, and I don’t know it is also then different problems you 
go to different people”. In a business context, Luke is given plenty of freedom and, to a 
certain extent, is protected by Ryan who believes that “if he wasn’t my son, I wouldn’t 
have given him as much freedom”. This is reiterated by Chenay who observes that “Luke 
– he will run to his dad, and then the dad will overpower – so things like that can also 
cause a bit of a problem because the other family member said this but now dad steps 
in”. 
 
Fred Jr. describes his relationships with his uncles as “we will talk generally and then they 
will talk … like more higher up”.  He elaborates by saying, “well, we see each other now 
and then, I don’t see Ryan that much, I see Oom Kallie more because we are closer family 
I can say basically. And they are more by us, and we are more together”.  Fred Jr. made 
no mention of his relationship with his father. 
 
6.5.2.5 Relationship between wives of active second generation family   
 members 
 
The relationship between the wives of brothers, Kane and Fred, who also work in the 
family business, appears amicable. Both woman remarked that “we get along”, when 
asked about their relationship. However, Fred points out that “my wife [Lisa] and Kane’s 
wife [Chenay] differ a lot, if we maybe call them into the meeting it might be a different 
kettle of fish altogether”. The relationships between Ryan and his cousins’ wives appear 
to be harmonious. According to Chenay she gets along with Ryan she said that “they 
have visited there a lot and have had birthdays together, and that Kane and her  are very 
relaxed with the family, they don’t have issues”. However, Lisa believes there is a 
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difference in values between her family and Ryan’s family. Additionally, she notes that 
“He [Ryan] doesn’t consider the others”, in fact, according to her, “he is the biggest threat 
to the business”. No mention was made of Ryan’s two ex-wives.  His first wife died and 
he divorced his second wife two years after they got married.  
 
6.5.2.6 Relationships between active family and non-family employees 
 
The relationships between active family members working in the business and the non-
family employees are described by manager, John, as “fairly good, fairly good”. Staff 
turnover during the years has been low, and according to Chenay, “they [non-family 
employees] feel pretty much part, because we do involve them in everything that we do 
and meeting-wise, when it comes to functions and team building – we like always involve 
them and they are part of our family”. However, Chenay does note that “sometimes you 
know, they don’t respect you, because they just say ‘Ag, it is just because you are part of 
the family’ ”. Fred also points out that family employees are treated differently to non-
family employees: “sometimes you oversee things because it is family. You are more 
lenient as when it was somebody else you would most probably be more strict but I think 
that also is a negative”.  
 
6.6 NETWORKS 
 
In the context of a business, networks represent internal and external, as well as formal 
and informal relationships that organisations create or dismantle to gain strategic 
advantage or make strategic moves (Deiters & Heuss 2014:99; Kets de Vries & Carlock 
2010:43). Like non-family businesses, family businesses also have relationships and 
networks that form part of their value chains and which influence their interaction with the 
business environment (Kets de Vries & Carlock 2010:43; Bratkovic et al. 2009:172). 
Internal relationships were discussed in section 6.5 of this chapter, while networks or 
external relationships as a resource pool for the two participating businesses are 
described in the sections that follow.  
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6.6.1 Thomas Motor Group 
 
The networks created by the Thomas family span more than 50 years. Almost all of the 
original networks established by the founder still exist in the business today. It is evident 
that the successive generations of family members have leveraged these networks for 
gain. Arthur comments: “I haven’t broken a single connection that my father had. Every 
single one of them still remains today.” The business family’s history, reputation, and 
goodwill have been found to assist in the establishment of networks for the TMG. 
Customers often reminisce about their business experiences with the founder and to this 
day remain loyal to the business. Arthur and Clint, the second generation, have 
themselves established several key networks over their years of involvement in the family 
business.  
 
At the time the interviews were conducted, all directors and employees at senior level 
were responsible for creating and managing their own external networks within their 
relevant spheres of responsibility. According to Michael, “everybody has to do it 
individually. We are actually pushed to do it; Gavin has his own network, Clint has his 
network, Arthur has his, Martha has hers … every manager is encouraged to have a 
network of people that they deal with.” Additionally, Martha notes “every single one of us 
have our own networks which we fostered and developed”. 
 
Arthur, the leader of the business and majority shareholder, has the widest network which 
is key to the success of the business. He is a respected business man in the City 1 area. 
According to Gavin, “Arthur’s got all the key relationships, Arthur commands a lot of 
respect within PE, in the business world, just through what he’s done over time”. Martha 
agrees, saying, “I know that Arthur does have some very strong networks”. Arthur’s 
personal networks include the various dealer associations, the National Automobile 
Dealer Associations South Africa and the City 1 business community in general. With 
regard to relationships with local government and the municipality, Arthur notes that “I 
tried to cut the business out of provincial and local government many, many years ago … 
principally because they didn’t pay their bills”. 
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Gavin has also built up several networks over the years, some of which are based on his 
field of expertise.  According to Gavin, “I’m out in the communities, I’m on the CA 
committees … I actually sit on the Rhodes audit committee”. Gavin also believes that he 
sells the TMG at every opportunity he gets, and that this has enabled him to build more 
networks resulting in business for the company. He comments: “my whole focus has been 
customer-centric, building relations with people coming in and out here”. 
 
Martha and Michael have built their own networks since joining the family business.  Gavin 
notes, “I believe Arthur hasn’t built those relationships, the younger generation has built 
those relationships, so the people who are building the relationships now is me, it’s 
Martha, and Michael”. Michael describes how he continuously works at building his 
networks: “every time I see my friends and they went to other dealers, I chat to them 
afterwards and see what their service is like as a bit of a benchmark”. Martha is very 
active in the community in terms of boosting the business name and reputation and 
building networks. Gavin remarks, “we are trying to uplift our community around us and 
we’ve done that and Martha’s done it very strongly”. The TMG maintains its networks and 
relationships with the community by financially supporting projects such as Ikaya Chesire, 
the Little Red Classroom, a feeding scheme project in the Walmer township as well as 
sponsoring a school’s rugby jerseys.  
 
6.6.2 Sieger Motors 
 
As is the case with the Thomas family, the Sieger family’s name and reputation has been 
significant in building networks, which have played a very important role in the success 
of the business in the small-town environment of City 1. Unfortunately most of the 
networks established by founders of Sieger Motors have been lost. According to Ryan, 
“those networks have died with the generation”. Nevertheless, Fred remarks that “a lot of 
people buy from us because of who we are and because of our fathers that started it”. 
Currently Sieger Motors has many new networks and the various family members engage 
in different ways to build their own networks to ultimately benefit the family business.  
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Ryan has the widest and most influential network. According to NT, “Ryan sits on the 
Mercedes Dealer Council … he almost on a daily basis speak to some of his competition 
in these Mercedes networks”. Ryan is on “the forums for Mercedes, the DISC committee, 
the truck dealer council as well as the car dealer council for Mercedes”. Ryan notes that 
these networks have helped him to learn a great deal about the industry. Ryan is also 
involved with the Sewell’s profit centre group, which enables him to compare the 
company’s profits and financials with those of other companies.  
 
Different perceptions exist regarding whether Fred and Kane have built up strong 
networks over the years. According to Ryan, “Fred is not really a networker” and “Kane 
has the customer networks – strong ones”. Chenay however observes that both Kane 
and Fred have strong customer networks, and states that “they build deals for customers, 
they socialise with the customers, and they have always put the customers first and go 
the extra mile with them”. Fred believes that engaging with his customers is very important 
to maintain these relationships and therefore “we [Kane and Fred] go and see the 
customers … I mean, if somebody buys a car we go down and greet them personally, 
and you know it is not just ‘you are a customer’, you are one of our customers and a 
valued customer”. 
 
Luke’s personal networks are rooted in his youth and outgoing personality. Fred notes: 
“Luke would go to a disco and talk to his friends and I mean those are friends that buy 
cars now, which twenty years ago when I was twenty, it wasn’t the case”.  Similarly, NT 
says, “his [Luke’s] presence in that community, being a youngster, he’s got a new 
girlfriend and he’s got one every now and again, but that’s also a network”. It is evident 
that Luke is very interactive with his customers and relates well to them; as Kane notes, 
“he is very personal with them. Chatting to them, and here you still have the Afrikaans 
people and you ‘groet Oom’ and you know ‘Hello Oom’ and all that goes well here”. Luke 
is passionate about selling trucks and has purposefully built up a network which enables 
him to do so. Luke himself points out: “There weren’t customers before, I literally had to 
go and introduce myself and to an extent where I used to drive to the power station once 
a month and literally ride down the numbers of the owners of the trucks and then phone 
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them”. Luke has also worked hard at building relationships with the local municipality: “my 
relationship with the municipal manager and the previous municipal manager, I make a 
point to be in their good books”. 
 
Sieger Motors realises the benefits of networking with the community. As Ryan notes, 
“we are quite involved in the schools, and the golf days, and this week there was a fly-in 
here or a big air show – and ja, we were involved in that”. Their German heritage also 
helps them to relate well to the community in the Town 3 area. As Kane explains, “Town 
3 is German – half German – a lot of them, so that also brings them closer to Sieger 
because our dads are from Germany. So that also made a cultural link, if I can call it that.” 
Lastly, Luke notes that “We’ve [Ryan, Kane, Fred, Luke] got a massive network between 
all of us and it is super important … a lot of people that bought from us then refer to the 
next customer and then they know you and then you get another deal”.  
 
6.7 CULTURE 
 
In a business, culture refers to “the way things are done here” (Sun 2008:137) and is 
characterised by the deeply rooted values and beliefs that are shared by employees 
working in that business (Pekdemir et al. 2013:134; Cruz et al. 2012:147; Sun 2008:137). 
During this study, three themes emerged from a content analysis of the organisational 
culture in the two family businesses. These were: a description of the culture within the 
business, the origin of the culture that exists in the business, and the values the business 
seeks to formalise. These aspects describing the culture in the two family business are 
discussed in the following paragraphs.    
 
6.7.1 Thomas Motor Group 
 
6.7.1.1       Description of organisational culture 
 
In order to describe the organisational culture within the TMG, a word cloud (Figure 6.11) 
was generated after the first round of coding. In this figure, it can be seen that words such 
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as people, values, think, business, family, respect, customers and integrity occur 
frequently when describing the culture of the TMG.  Other words worth noting are 
progressive, environment, nice, great, money different, happy, performance and together, 
among others. 
 
Figure 6.11:  Initial word cloud of culture – Thomas Motor Group 
 
Source: Researcher’s own construction 
 
Figure 6.11 clearly shows that the TMG culture is people- and values-orientated. 
Focusing on both their customers and employees has been one of their key business 
strategies and has become an important part of the organisational culture. Gavin 
comments: “we have become more customer-centric; we have become more employee-
centric and seen the rewards that come along with that and that’s where I think our 
strength sits”. There is also a real sense of professionalism within the business, as 
described by Gavin: “Arthur has tried to do over all the years, is to try and create an 
environment, a professional environment where the businesses is run on business 
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principles, values”. Moreover, there is also learning- and performance-driven culture in 
the TMG. According to Michael, “at the end of the year in your performance appraisal, he 
[Arthur] says, ‘What have you done outside your normal job to do something different and 
take this company further?’ ”. Another example of the performance-driven culture is the 
company’s use of key performance indicators. These indicators enable the business to 
track the progress of tasks and give feedback on the progress made. According to 
Michael, “we put together something called a KPI [key performance indicators] list, which 
is, what do I do every day to make sure that the job is done at the end of the month … 
and as a service group together, we take this whole service business forward”. 
 
6.7.1.2 Origin of organisational culture 
 
The organisational culture existing in the TMG originates from the founder and his wife. 
It is a values-driven culture that stems from the family values which have been entrenched 
in the business over the generations. Arthur comments: “Let’s go back to Dad and look 
at some of his values … and let’s have a look at how they came through to me and how 
they’ve come through to Clint and how those values have gone through to the 
organisation and there is a very, very strong line of that happening”.  
 
6.7.1.3 Organisational values 
 
The values of the TMG have increasingly been formalised over the years. Prior to Martha 
joining the business, even though the values of the business were evident, they were not 
explicitly expressed or openly discussed. Martha has been influential in formalising the 
values of the business and today there is broad consensus that the core values of the 
TMG are family-based and employee- and customer-centric. The values within the 
business are also Christian based as Arthur and Clint’s grandparents were deeply 
religious people. Clint notes, “the values, our family values come from strong Christian 
principles”.  
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Further analysis of the word cloud presented in Figure 6.12 reveals that the most frequent 
words associated with culture also describe the values of the TMG.  
 
Figure 6.12:  Values – Thomas Motor Group 
 
Source: Researcher’s own construction 
 
Words commonly used to describe the values of the TMG are people, customers, family, 
employees, staff, integrity, think and respect. These words correspond with the values 
that have been formalised in the business today, namely: respect, integrity, customer-
centric, people-powered, progressive and organisational excellence (see Figure 6.13 
below).   
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Figure 6.13:  Formal values of Thomas Motor Group 
 
Source: Company website (2018) 
 
The values of the TMG have changed somewhat over the years. Arthur notes that “we 
initially had ‘Great Cars and Great People’ and from that we had five values that were 
distilled from that process and again, respect and integrity, doing it right, self-belief, team 
spirit”. Today the business maintains the values of respect and integrity as they were the 
two defining values from their initial value set. Customer-centric as a value was introduced 
because, as Gavin explains, “the strategy of the group has become more customer-
centric … we realised look after your customers, profits take care of itself”. Gavin believes 
that, at the TMG, “My people, hopefully, must greet you differently, must give you a 
warmer feel. I want you to come in here and feel that the coffee that you’re having is 
superior to the coffee elsewhere, or the tea even that you’re having is more superior, or 
your water with lemon in, so the image must always be the right pitch so that you’re feeling 
different”.  
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In line with customer-centric values is the TMG’s move towards a people-powered 
organisation, where the business is concerned with touching and changing the lives of 
people and customers, and not only about financial returns. Martha remarks that the 
business has been “the employer of choice in the industry … we look after our staff and 
are focused on employee retention”. Moreover, the TMG introduced a new value, “being 
progressive”, as they seek to improve the business all round and constantly learn. 
According to Martha, “the value of progressive, that’s a first time that we’ve ever done, 
the definition is, we continuously seek improvement in all aspects of our business, our 
people processes and our culture”. Organisational excellence in the business as a value 
has given rise to aiming for the best in all respects, as Gavin remarks: “we want the best 
equipment, we want it to be cutting edge from a technology point of view, so when there 
is something that is newer and greater and grander, it will seriously be considered”. 
 
According to Martha, “we may not necessarily be living them [values] all yet, but we want 
them to, these are our goal, it’s what we want to achieve”. Additionally the values are 
communicated to employees and customer by e-mail, the company website and appear 
on signs around the business. Employees are rewarded for living out the values of the 
business, and photographs of winners are displayed in a “people gallery”. Going forward, 
employee performance will also be measured against the values of the business. As 
Gavin comments: “Thomas fits my values and Thomas is run on a set of values … so all 
behaviours at Thomas are aligned to those values, so any staff member – and by the 
way, any customer who, outside of those values as well – I will go against them”. 
Therefore, the values of the TMG create a homogeneous and stable way of thinking and 
acting for the business and its employees.  
 
6.7.2 Sieger Motors 
 
6.7.2.1 Description of organisational culture 
 
In order to describe the organisational culture of Sieger Motors, a word cloud (see Figure 
6.14) was generated after the first round of coding. Words such as people, honesty, 
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integrity, values, family, customers, service and German were used more often when 
describing this culture. 
 
Figure 6.14: Initial word cloud of culture – Sieger Motors 
 
 
Source: Researcher’s own construction 
 
The organisational culture within Sieger Motors has, for many years, been influenced by 
the family name and reputation which is closely associated with honesty and integrity. 
According to John, the Sieger family are known for being “gentle and very honest people”. 
Additionally, Ryan comments: “we have a name of a family business, we have got a name 
of being honest and we have got our integrity. So those are our strengths”. A culturally 
diverse group of people with different ethnicities are employed in the business.  According 
to Fred, “we’ve got Germans working for us, we’ve got English people, we’ve got 
Afrikaans people, we’ve got Indians, we’ve got Coloureds and it is working. I mean yes, 
this one goes to church then, and this one’s got Diwali this day and this one’s got that, 
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and it is working for us”. It is this cultural diversity that contributes to the organisational 
culture present in the business today. Employees are made to “feel [like] a part of the 
family”. Sieger Motors has an open door policy for both customers and employees. Kane 
explains: “we are open to anything, if there is any problems or any customer problems, 
any personal problems or whatever we are always there; we go and accommodate 
anywhere”. Chenay also remarks that “they [employees] are part of us; they know that 
you know they can come to us with any problems and any solutions or any ideas. We 
always try and involve them and get feedback from them”. 
 
6.7.2.2 Origin of organisational culture 
 
The organisational culture existing in Sieger Motors is closely linked to those of the 
founders and as well as the German culture. This is described by Kane: “there are very 
strong values coming from the family, from our upbringing … partly German culture too”. 
Luke adds that “my grandfather had very hectic German principles”, which the business 
still lives by today. The values of the business culture are believed to be based on the 
family values of the founders, as noted by Kane: “my father and my uncle’s passion, and 
also they believed in being honest and integrity and hardworking”. However, Kane notes 
that the values are now very different from what they once were: “the values are not like 
my dad and theirs were very high … you know, different – and ours are at a level and the 
younger generation is just different; you know they think differently”.  
 
6.7.2.3 Organisational values 
 
Further analysis of the word cloud presented in Figure 6.14 reveals that the most frequent 
words associated with culture also describe the values of Sieger Motors. In Figure 6.15 
below, it is evident that the words describing the culture of Sieger Motors correspond with 
the values that have been embedded in the business today, most notably honesty and 
integrity. Kane believes that these are the two main values of their business, and he says, 
“we treat all deals with honesty, all customers with honesty, and integrity – so what we 
say, we do”. The importance of honesty and integrity is highlighted by Fred who 
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comments: “I think it is important in today’s life because people don’t … a lot of the car 
dealers are not trustworthy at all … the honesty, integrity and our passion these are our 
values”.  Other words identified in the word cloud as describing the values of Sieger 
Motors include people, customers, service, think, work and family. 
 
Figure 6.15: Values – Sieger Motors 
 
Source: Researcher’s own construction 
 
Although the values of the business are clearly evident, they have not yet been 
formalised. Both Ryan and Luke, however, have pointed out that a process of formalising 
the values of the business is underway. Luke explains, “I suggested eight [values] in one 
of the directors meetings and then Fred and Kane and my dad said, ‘Okay, this one we 
must take out, this one I must make shorter, we don’t want it too long because then people 
are not going to register what it is, let’s just have five and that is what we are going to 
have now’ ”. According to Ryan, newly hired employees are briefed on the values of the 
business in that “they get a leaflet with the core values of the business [appearing on it]”. 
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He adds: “We also, we’ve got little placards with our values on, honesty and integrity … 
we are also busy designing nice boards for all the receptions”. The values excellent 
service, honesty, family, self-growth and intelligent decisions have been identified as the 
formal business values (see Figure 6.16) and as Luke  points out,  “I have made nine of 
these boards with the values on, so I am going to put three up in Town 3, three in 
Volksrust, and three in Town 2”. 
 
Figure 6.16:  Formal values of Sieger Motors  
 
Source: Researcher’s evidence obtained 
 
6.8 FINANCIAL CAPITAL 
 
Financial capital is defined by Ross (2018) and Sharrafedine (2016:226) as “equity with 
which the business is able to obtain assets and fund operations”. Financial capital is the 
purchasing power or medium that represents saved-up financial wealth, which can be 
used by businesses and entrepreneurs to invest into their business (Curtiss 2012:2). Four 
themes emerged after coding the resource pool financial capital. These four themes 
related to describing the current financial position of the business and what has led to this 
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position, the source(s) of financing used, as well as the nature of investment and dividend 
decisions. These are discussed in the following sections. 
 
6.8.1 Thomas Motor Group 
 
6.8.1.1 Current financial position  
 
According to Gavin, the TMG is in a sound financial position: “we’ve got a huge net asset 
value, huge cash amount. As a financial director my job is pleasurable because the only 
time I’ve really found cash problems was my first day at work”. Michael comments: “but I 
think it’s because we’re a profitable business and the cash flow is a given. I think if we 
weren’t making money and the cash flow was a mess, different story … but we don’t, we 
have a strong cash flow”. 
 
Cautious and continuous reinvestment into the business, utilising assets to their full 
potential and moderate financial return expectations of shareholders have all contributed 
to the financial success of the TMG. The group continuously invests and favours capital 
expenditure on new technology and equipment, which has been a key resource for the 
success of the business.  
 
6.8.1.2 Sources of financing 
 
The approach of the shareholders to source of financing has been to use internal funding 
rather than seeking funds externally, as Gavin notes: “the policy is twenty per cent of net 
profit after tax, they can draw out annually as a dividend, so they leave eighty per cent 
back in the business and Arthur is strict on that”. Additionally, Michael comments “we 
have a very high percentage re-invested, so the business will constantly grow”. Similarly, 
Martha comments, “I look at what they have reinvested into the business and I think they 
have always had the objectives that the business needs to develop and it has to be 
sustainable”. 
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Although the TMG’s approach to financing has been to use internal funding, they do make 
use of external financing to fund inventory, specifically inventory on the dealership floor. 
Gavin explains that “we sit with a hundred and fifty million rands worth of assets, a ninety-
five million rand on a floor plan. Now that’s really just a borrowing of money, short term 
money to get those assets”.  
 
6.8.1.3 Nature of investment and dividend decisions 
 
The TMG can be described as conservative in terms of capital expenditure. All major 
decisions pertaining to financial capital and capital expenditure take place according to a 
formal process, primarily requiring approval from Gavin, as financial director, and/or 
through Arthur, the CEO. As the trust between Arthur and Gavin has increased over the 
years, Gavin has increasingly been able to make capital expenditure decisions 
independently. These financial accounts are presented to the board of directors once 
every quarter. Should any queries arise, Gavin is required to elaborate and explain. As 
such, there is no specific capital expenditure budget. However, as the business grows, 
so too does the need for controlling capital expenditure. For many years, no dividend has 
been paid to the shareholders of the TMG. The business was growing and all profits were 
reinvested.  
 
At the time of the interviews, the shareholders still had modest expectations with regard 
to dividends, and the group adopts a conservative dividend policy. Their dividend policy 
has resulted in a strong cash flow position for the TMG which has sustained the business 
and has allowed it to grow, seize opportunities as they arise, and to implement a 
differentiation strategy.  
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6.8.2 Sieger Motors  
 
6.8.2.1 Current financial position  
 
The financial position of Sieger Motors is fairly well, as NT, the external advisory board 
member, remarks: “they have mustered probably quite a bit of financial muscle over years 
in  trusts and so on, and again I am not privy to it all but I think they’ve got access to a 
fair amount of finances”. As the business has grown over the years, Sieger Motors has 
built up “a substantial amount of financial capital”, as noted by NT. During the last 13 
years, under Ryan’s leadership, Ryan explains that “we as Sieger Motors have grown 
from a fifty-million-rand-turnover-a-year business to a fifty-million-rand-turnover-a-month 
business”. However, they have never reached the 3% norm [Franchise standard set by 
Mercedes] of profit of sales. Although Sieger Motors is in a sound financial position, 
financial weakness is evident. According to Luke, “we’ve got cash flow problems; this is 
a very big weakness, we’ve got too much capital in our stock that is a weakness”.  
 
According to Ryan, a reason for them achieving less than the norm in the industry for 
profit on sale could be because “we are split over three small branches, so more 
expenses, three cashiers, three receptionist, three parts managers”. Ryan’s decision to 
move his money from his loan account at Sieger Motors to buy a Mercedes dealership in 
Swaziland with an external partner has, according to Fred, compromised the financial 
position of Sieger Motors. As Fred remarks, “it is his shares money that he has actually 
taken and put in there, which I feel is very, very unfair. The risk is, we’ve each got twenty-
five per cent so I feel that the money that is in the business should be about the same, 
which is not the case at the moment. So that is very sore point for my brother and myself”. 
 
6.8.1.2 Sources of financing 
 
Sieger Motor’s approach to financing has always been to finance the business operations 
internally as well as avoid paying interest to external stakeholders such as banks. Ryan 
explained that “we pay rent to the property company [owned by Sieger family] but if we 
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are cash-strapped we just transfer the money back this side and we use it. And we pay 
them interest, and when we have got money again we just give it back … so if we need 
money we just fetch the money. Shafeek transfers the money – I don’t even do it. He 
balances the books and if somebody’s in the red then he just transfers money. Our 
argument is we would rather pay ourselves interest than the bank”. 
 
6.8.2.3 Nature of investment and dividend decisions 
 
Sieger Motors can be described as conservative in terms of capital expenditure. 
According to Kane, “we would rather invest where we know things are more sure”. 
Similarly, Fred says, “I think we’d rather focus on where we’ve got a better idea of where 
you are throwing fifty thousand rand away”. All major decisions pertaining to financial 
capital and capital expenditure take place according to a formal process, primarily 
requiring joint approval from the directors of the board. According to Luke, “these capital 
decisions are discussed first informally and then we discuss it formally in a directors 
meeting”. At the time of the interviews, there was no financial director or manager; Ryan 
was responsible for answering questions relating to financing. 
 
The business does not have a policy regarding dividends. Sieger Motors has often chosen 
to leave money within the business rather than withdrawing any of it as dividends. 
According to Fred, “We don’t have a fixed rule … we make the decision at a board 
meeting”.  Similarly, Kane notes that “if the profits look good and things are looking good 
then we would do dividends … there is no specific policy, like we give ten per cent”.  
 
6.9 KNOWLEDGE 
 
In a business context, knowledge is defined as an “information with the ability to transform 
raw materials or create value for the business” (Marr et al. 2004:551) or the “sum of 
expertise, skills, experiences and abilities applied by individuals in the form of worldviews, 
theories and actions to solve problems (Hatak & Roessl 2015:10). From the coding of the 
resource pool knowledge, the following themes emerged: the accumulation of tacit 
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knowledge, the explicit knowledge held by family members, the transfer of knowledge 
from one generation to the next, the creation of new knowledge, and the training and 
upskilling of human capital. 
 
6.9.1 Thomas Motor Group 
 
6.9.1.1 Explicit and tacit knowledge 
 
The core tacit knowledge that members of the Thomas family possess is the knowledge 
and experience to successfully lead and manage car dealerships and related services 
within the automotive industry. Arthur, for example, not only possesses extensive 
business knowledge, but also has years of experience in the automotive industry, thus 
allowing him to understand the dynamics of the industry as well as having completed a 
Masters in Business Administration (MBA) in Johannesburg. Clint, on the other hand, has 
an unmatched knowledge of the used car industry, Clint however did not qualify to go to 
university because of entry requirements. It can be concluded that, although the two 
brothers have separate skillsets, they certainly complement one another in the business 
context which serves as a competitive advantage for the TMG.   
 
A wealth of explicit knowledge and tacit knowledge within the company lies with the third 
generation and Gavin. Martha has a degree in human resource management and has 10 
years of human resources experience at several top businesses nationally and 
internationally. Michael entered the family business with 13 years of business experience 
at a successful international engineering company. Additionally, Michael has completed 
his electrical engineering qualification at City 1 Technikon. Gavin is a certified charted 
accountant, having completed his degree at Rhodes University and thereafter completing 
his articles in two years. The three of them offer a great deal of knowledge to the TMG 
and have had considerable influence in the business thus far.  
 
 
 
191 
 
 
6.9.1.2 Transfer of knowledge 
 
Efforts have been made to establish mentoring relationships between the second and 
third generation family member employees to facilitate the transfer of knowledge and 
knowhow accumulated by the second generation to the third generation. Arthur, however, 
believes that although he shares much of his wisdom and knowledge as CEO with the 
other interviewees, knowledge cannot be simply transferred from one generation to the 
next, but is gained through experience and mentoring over time.  
 
Arthur has played a fundamental role in the transfer of knowledge to the next generation 
family members. As Martha observes, “Arthur has been very fundamental, I’ve learnt so 
much from him … there has been a huge amount of influence from him and a huge 
amount of transfer of knowledge. From that perspective, I think he’s been a great mentor”. 
Similarly, Michael remarks: “I learnt a lot from him, a lot about how he deals with people 
and our customers etcetera … I do learn a lot about handling issues and crisis 
management etcetera”. Gavin is of the opinion that “Martha’s got a lot of strengths that 
she’s learnt over the years, the way that she’s been brought up, and that will enable her 
to play a significant role within the company into the future”.  
 
Significant knowledge transfer has also taken place between Arthur and Gavin. As Gavin 
comments, “every year my knowledge is going up so much more and I put it ninety-nine 
per cent down to Arthur”. Given Arthur’s mentoring, Gavin believes he has the skill to take 
over the position of CEO from Arthur. Gavin continues: “I believe that would be one of 
their key success factors if they can have someone [as CEO] who has been mentored by 
Arthur. I’ve worked close with Arthur now for the ten years. I’ve been with Arthur the most 
out of anyone in terms of the fixing up of the stuff. I believe I’ll have the skill to be able to 
do the CEO role”.  
 
One of the key issues surrounding the transfer of knowledge in the TMG involves the 
knowledge embedded in Clint. Unlike Arthur, there is no reporting structure beneath Clint 
and thus there is no system in place to tap into the vast amount of knowledge he has built 
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up over the years, especially concerning the used car industry. As Martha comments, 
“there’s lots of knowledge in Clint that we’re not tapping into and it will be dreadful if we 
lost it. I mean he has knowledge of the used car industry and his ability to trade is 
unsurpassed. I mean, he really is the master”. 
 
6.9.1.3 Accumulating new knowledge 
 
As a business, the TMG spends considerable resources in gaining new knowledge. Gavin 
noted that “I believe we spend more money than most companies on research, not on 
development but on research”. Additionally, the business focuses largely on the employee 
development. Martha states, “We started to develop a number of projects to develop our 
own talent because we realised we can actually do it better ourselves. Rather develop 
your own people than bring in from outside”. However, when new employees or personnel 
are recruited, no leniency towards possible family members is offered. In those decisions 
the best possible individual is hired. Moreover, the businesses boasts a number of forums 
to create new knowledge and learning opportunities.  
 
Supporting the aforementioned, Martha remarks: “we have centres of excellence, forums 
across the business, sales forum, we have a service forum, we have an FNI forum, we 
have management forum where we have these pots of learning and what comes out of 
that is a spiral of ideas and good energy and often that forum then act on it and make 
things happen. So I think that if you look at the various structures within the business, it 
does make for innovative thinking”. 
 
6.9.2 Sieger Motors  
 
6.9.2.1 Explicit and tacit knowledge 
 
As in the case of the TMG, the core tacit knowledge that members of the Sieger family 
possess is the knowledge and experience to successfully lead and manage car 
dealerships and related services within the automotive industry. The two brothers, Kane 
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and Fred, have worked in the dealership since they were teenagers, allowing them to 
build up a wealth of experience in the industry, as well as an understanding of their 
customers and how to operate a business in a small town context. Ryan, on the other 
hand, has a wealth of experience in terms of working in the engineering industry, as well 
as working with information technology. Kane, however, notes that it is not only their 
knowledge and experience of the business that has made them a success, but that “we 
have quality people, quality staff at all three branches”. 
 
Formal tertiary qualifications are not possessed by members of the Sieger family who 
work in Sieger Motors. Fred has a trade qualification in motor mechanics and Ryan has 
an IT qualification. Kane has no formal qualification. He started working at Sieger Motors 
immediately after leaving school. Nevertheless, they have undergone training on 
numerous occasions to equip themselves for working in the industry. According to Kane, 
both he and Ryan “are on the Sewells Advanced Dealer Management; it is a very 
comprehensive training specific to the automotive industry”. Additionally, Luke has 
completed the “Mercedes Benz standard C-management course” and Ryan is in the 
process of having Fred Jr. complete the same course.  
 
6.9.2.2 Transfer of knowledge 
 
The transfer of knowledge between the first and second generation active family 
members started early when Kane and Fred left school. According to Kane, “I came off 
school and my dad said he is going Germany now … and I can’t go and study at the 
moment, I must look after the business – which I then done – and ja, he taught me from 
strength to strength and all different things, and sales ways, and how to work with 
customers”. After completing his trade qualification, Fred worked under his uncle 
(Willmar), who was “very strict and in a good way strict; he wasn’t unreasonably strict and 
I think that forced in a lot of things in myself … it wasn’t always easy but it learned me 
discipline”.  
 
194 
 
 
Ryan, who became involved in the family businesses much later than his cousins, did not 
receive any mentoring from his father or uncle.  When it became evident that Ryan would 
take over the leadership of Sieger Motors, he approached his uncle to mentor him, but 
help was not forthcoming. According to Ryan, “I went to him and said to him I want to go 
with him to meetings, I don’t know the motor industry, I only know the financials. ‘No, you 
will be okay, no, you will be okay’. And I kept going to him. And about a month before I 
was to take over I said to him, ‘Listen, I have got to spend some time with you, I don’t 
know what I am going to do when I end up here’. ‘No, you will be okay’ ”. 
 
Efforts to mentor the third generation are underway. Lisa notes that “they do mentor them. 
I mean I can just see it in my son; his dad is doing mentoring of him, showing him stuff, 
letting him learn”. Luke is also being mentored by his father and his uncles. According to 
Luke, “my uncle normally sees me every week but now he comes to Town 3 and then we 
will have like a mini meeting between me and Kane and then he will say, ‘I saw this and 
this happened; maybe you should do this and this’. He would normally have a few points 
and I will have a few points and he will just talk to me personally”. 
 
6.9.2.3 Accumulating new knowledge 
 
Sieger Motors purposefully focuses on knowledge development and sharing.  According 
to Kane, “We develop our people, ongoing training and development, all the time”. 
Moreover, Chenay notes that “if we see our customer service is falling behind, what do 
we need to do, which department? And then we all sit together and think of ideas and 
different means of picking that up or sales even or workshop, or how to improve staff 
relationships, or relationships between the people”. The business often has brainstorming 
sessions to come up with new business ideas and suggestions. As Kane describes it, “we 
have a bit of a ‘dinkscrum’ like they say, and then ideas come from there and then we 
implement that”. The major threat in terms of knowledge at the time of the interviews was 
the fact that Sieger Motors had no financial manager and they were finding it difficult to 
employ such an suitable individual.  
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6.10 SUMMARY 
 
Chapter 6 presented the empirical findings of this study. The eight resource pools 
investigated in the study were described in the context of the two participating family 
businesses. The chapter began by describing the leadership structures of the two 
businesses, the leadership style and attributes of the leaders as well as the future 
leadership of the businesses. Thereafter the various business and family governance 
structures existing in the two businesses were described. The types of decisions and key 
decision-makers, as well as the attributes of decision-making and influencing factors were 
also elaborated on. Relationships within both businesses were discussed by highlighting 
the key relationships between the active family members, the non-active family members 
and the non-family employees of the business.  
 
The discussion on networks briefly highlighted the networks existing in each of the 
businesses as well as the networks of each participant in the study. Descriptions of 
organisational culture, the origin of the culture currently embodied by the businesses and 
the organisational values then followed. The current financial position of each of the 
business, their sources of financing and the nature of investments and dividend decisions 
was also explored and detailed. With regard to the last resource pool, namely knowledge, 
explicit and tacit knowledge existing in the business, the transfer of knowledge and the 
accumulation of knowledge were all described. The aforementioned resource pools were 
all described based on the themes that emerged from the content analysis.  
 
Chapter 7 will present an overview of the study as a whole. In addition, the empirical 
results presented in this chapter will be discussed and compared, and recommendations 
will be made. The contributions of the study as well as its limitations and avenues for 
future research will be highlighted. 
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CHAPTER 7 
 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
 
7.1  INTRODUCTION  
 
Chapter 6 presented the empirical findings of this study by describing the familiness 
resources pools as evident in the two participating family businesses. In Chapter 7, the 
final chapter, an overview of the study is provided. In addition, the objectives of the study 
and the relevant chapters in which they were achieved is tabled. The empirical findings 
relating to familiness resource pools are discussed and comparisons are drawn between 
the two participating family businesses, and between them and the extant literature. This 
comparison has enabled the researcher to identify sources of heterogeneity in these two 
family businesses; these sources are then briefly summarised. In conclusion, the 
theoretical and practical contributions of the study are presented, together with the 
limitations of the study and avenues for future research. 
 
7.2  OVERVIEW OF THE STUDY 
 
Chapter 1 provided the background to the topic under investigation. The introduction was 
followed by the problem statement and the purpose of the study, as well as the research 
objectives and research questions. The purpose of this study was to investigate the 
familiness resource pools of South African family businesses so that the nature of these 
pools in a developing country context can be described and potential sources of 
heterogeneity highlighted.  More specifically, the study focused on the familiness resource 
pools as a source for creating value across generations and enhancing the longevity of 
family businesses. In doing so, the current study has responded to calls for more studies 
on family businesses in developing countries, and to the need for studies which contribute 
to the debate on heterogeneity of family businesses.  
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The study’s primary objective was to provide insights into the familiness resource pools 
of family businesses in a developing country. In order to achieve this primary objective, 
the following secondary research objectives were formulated: 
 
SO1: To examine the extant literature on familiness resources pools and to describe 
the nature of these eight pools in general and in the family business context in 
particular.  
SO2: To describe the eight familiness resource pools of two family businesses 
operating in the South African automotive industry. 
SO3:  To compare the eight familiness resource pools of the two family businesses 
so that the differences that may exist between them are highlighted. 
SO4: To compare the family resource pools of two South African family businesses 
to the extant family business literature.  
 
In order to address the primary and secondary objectives of this study, the following 
methodological research objectives were formulated: 
 
MO1: To undertake a theoretical investigation on the familiness construct, the STEP 
framework and its underlying theories, the eight familiness resource pools and 
the heterogeneity of family businesses. 
MO2: To determine the appropriate research design and methodology for addressing 
the identified research problem and research objectives. 
MO3: To undertake an empirical investigation into two South African family 
businesses in order to describe and compare the eight familiness resource 
pools in a developing country context. 
MO4: To provide recommendations, based on the findings of the study, which could 
assist family business owners to ultimately improve the long-term success of 
their family businesses in developing country contexts. 
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Based the objectives of the study, the following research questions were posed: 
 
RQ: How do each of the familiness resource pools, as described in family business 
literature, manifest within the family businesses investigated? 
RQ2: Do the familiness resource pools differ among the family businesses 
investigated? 
RQ3: How do the familiness resource pools in the participating family businesses 
compare to the extant family business literature? 
RQ4: Do the familiness resource pools investigated contribute to explaining the 
heterogeneity of family businesses? 
 
Chapter 1 also provided a brief overview of the research design and methodology used 
in the study. In addition, the scope and demarcation of the study as well as its 
contributions were highlighted. Chapter 1 concluded by clarifying several key concepts 
and providing an overview of the contents to follow. 
 
A review of the family business literature, including the STEP framework and the eight 
familiness resource pools, was conducted and presented in Chapters 2 and 3. 
Undertaking this review addressed the first secondary objective (SO1) and the first 
methodological objective (MO1) of this study.  
  
In Chapter 2, the nature of family businesses in general was described by defining family 
businesses, highlighting the unique nature of these businesses, differentiating between 
them and non-family businesses, and identifying the sources of heterogeneity in family 
businesses themselves. A family business was defined as a business governed or 
managed by members of the same family in a manner that may be potentially sustainable 
across generations of the family (De Massis et al. 2012:13; Chua et al. 1999). These 
businesses are unique in that they are complex systems, comprising both a family and a 
business. This complexity occurs as a result of the overlap between family and business. 
Additionally, several differences were highlighted between family and non-family 
businesses, notably those relating to governance structures, decision-making, ownership, 
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the main objective of the business, time orientation, business climate, risk profile and 
employment. It is differences in these areas that give rise to the heterogeneity that exists 
among family businesses. A discussion on heterogeneity in the context of family 
businesses then ensued.  
 
The importance of family businesses globally and the contributions they make to the 
economies of countries was also discussed in Chapter 2. The various challenges they 
face were summarised, and the key challenge, namely a lack of longevity and long-term 
survival, was elaborated on. The STEP framework, which  explores the entrepreneurial 
processes within family businesses and seeks to generate solutions that are applicable 
to family businesses in general, was also introduced in Chapter 2.  
 
The STEP framework proposes that in order to ensure transgenerational potential and 
ultimately the longevity of the family business, the business must achieve financial, 
entrepreneurial and social peformance outcomes. However, to achieve these outcomes, 
an entrepreneurial orientation (measured by the levels of autonomy, innovativeness, risk-
taking, proactiveness and competitive aggressiveness) needs to exist and several 
familiness resource pools must be present. The STEP model also identifies several 
external factors that influence the levels of entrepreneurial orientation and the familiness 
resource pools. Each of the aformentioned components of the STEP framework were 
introduced and a justification for the current study focusing on the familiness resource 
pools only was given. Chapter 2 concluded by explaining the theoretical underpinnings of 
the STEP framework, namely, entrepreneurial orientation (EO) and the resource based 
view (RBV). 
 
Chapter 3 provided an in-depth discussion of each familiness resource pool, namely 
leadership, networks, capital, decision-making, culture, relationship, governance, and 
knowledge. A broad definition of each resource pool was given as well as a description 
thereof in the context of family business literature.  
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Chapter 4 highlighted the research design and methodology adopted in this study. First, 
the literature review conducted was described. Thereafter, the empirical investigation 
undertaken was elaborated on. The research design of the study was introduced, several 
design descriptors were summarised, and the research paradigm was identified and 
justified. Furthermore, the methodological approach and the methodology adopted were 
described. An interpretivist paradigm and a qualitative methodological approach were 
considered most suitable for achieving the objectives of this study. The use of the 
interpretivist paradigm allowed the researcher to interpret and find meaning in social 
events and settings, as was the case with the two family businesses. The qualitative 
methodological approach permitted the researcher to gain an in-depth understanding of 
the situation and circumstances of and within each of the family businesses, which was 
deemed relevant to the study.  A case study methodology was used, allowing the 
researcher to investigate the familiness resources pools in their real life contexts.  
 
In Chapter 4, the sampling process as well as the data collection and analysis methods 
used in the study were explained. The sampling technique and the data collection 
methods adopted were dictated by the research protocols of the STEP project. The data 
analysis involved undertaking a deductive content analysis using Atlas.ti, as well as a 
comparative analysis. The analyses undertaken enabled the researcher to compare the 
data of the two participating family businesses, and to identify similarities and differences 
in the eight familiness resource pools. The chapter concluded by discussing how the 
trustworthiness of the data and the process was ensured, as well as the ethical 
considerations taken into account for this study. The second methodological objective 
(MO2) of the study, to determine the appropriate research design and methodology for 
addressing the identified research problem and research objectives, was subsequently 
achieved in Chapter 4. 
 
In Chapter 5, background information relating to each of the participating family 
businesses was provided. In addition a description of the business environment in which 
they operate was given. Each family business was described in terms of the family and 
the family involvement within the business as well as the life stage of the business. This 
201 
 
 
included a description of the various family members of the first, second and third 
generation who are involved in each of the businesses, as well as describing the 
ownership and leadership succession that had occurred. In this chapter, a brief 
description of business life stage, as well as key historical incidents and events that had 
taken place over the years, was given for each family business.   
 
Chapter 5 concluded by describing the business environment in which the two family 
businesses operate. The developing country context and the South African business 
environment was briefly elaborated on. Thereafter, several national and regional cultural 
influences were described. Finally, Chapter 5 elaborated on the automotive industry in 
South Africa, describing the challenges local stakeholders face. As such, part of SO1 was 
completed in Chapter 5. 
 
In Chapter 6, the empirical findings of this study were presented. The eight resource pools 
investigated were described in the context of the two participating family businesses. The 
topics of discussion for each resource pool varied depending on the themes that emerged 
from the content analysis. In completing Chapter 6, the second secondary objective (SO2) 
of this study was achieved as well as MO3. 
 
In this concluding chapter, the empirical findings relating to the familiness resource pools 
are discussed (see Section 7.3) and comparisons between the two participating family 
businesses, and between them and the extant literature are presented (see Section 7.3).  
In addition the differences between them are highlighted. Several conclusions and 
recommendations which could assist family business owners to ultimately improve the 
long-term success of their family businesses in developing country contexts are also 
made. As such, Chapter 7 results in the achievement of the third (SO3) and fourth (SO4) 
secondary objectives of the study.  
 
The preceding overview of this study confirms the achievement of the primary, secondary, 
and methodological objectives of this study. Table 7.1 below presents a summary 
highlighting in which chapters each of the study’s objectives were achieved. 
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Table 7.1:  Study objectives achieved and relevant chapters 
OBJECTIVE 
RELEVANT 
CHAPTER(S) 
Primary objective: To provide insights into the familiness resource 
pools of family businesses in a developing country context. 
Chapters 1 to 7 
Secondary objectives: 
SO1: To examine the extant literature on the familiness resources 
pools and to describe the nature of these eight pools in general and in 
the family business context.  
Chapters 2, 3 & 5 
SO2: To identify and describe the eight familiness resource pools of 
two family business cases in the South African automotive industry. 
Chapter 6 
SO3:  To compare the eight family resource pools of the two family 
businesses, highlighting any existing heterogeneity. 
Chapter 7 
SO4: To compare the family resource pools of the two South African 
family businesses to the extant family business literature.  
Chapter 7 
Methodological objectives:  
MO1: To undertake a theoretical investigation on the familiness 
construct, the STEP framework and its underlying theories, the eight 
familiness resource pools, and the heterogeneity of family businesses. 
Chapters 2 & 3 
MO2: To determine the appropriate research design and methodology 
for addressing the identified research problem and research objectives. 
Chapter 4 
MO3: To undertake an empirical investigation into two South African 
family businesses in order to describe and compare the eight familiness 
resource pools in a developing country context. 
Chapter 6 
MO4: To provide recommendations based on the findings of the study, 
which could assist family business owners to ultimately improve the 
long-term success of their family businesses in developing country 
contexts. 
Chapter 7 
 
In the next section, a discussion and comparison of the key findings of this study are 
presented. In doing so, the third (SO3) and fourth (SO4) secondary objectives are met.  In 
addition, conclusions and recommendations are made which could assist family business 
owners to ultimately improve the long-term success of their family businesses in 
developing country contexts. As a result, the fourth methodological objective (MO4) is also 
achieved. The results of these objectives are elaborated on below. In doing so, the 
research questions associated with these objectives are answered and the primary 
objective of this study is achieved. 
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7.3 DISCUSSION AND COMPARISON OF RESULTS 
 
The following section provides a discussion of the results as well as a comparison 
between the two family businesses in terms of various resource pools, as described in 
Chapter 6. A comparison between these findings and the extant family business literature 
is also presented.  
 
7.3.1 Leadership 
 
The leadership structures of both family businesses are hierarchical in shape. At the top 
of the hierarchy is the CEO of the business, with fellow shareholders just below, and 
further down are other managers with their subordinates below them. Several attributes 
are identified as describing the leaders of the two participating family businesses. Figure 
7.1 summarises these leadership attributes.  
 
Figure 7.1 shows that both leaders are regarded as influential and perceived as having 
an autocratic leadership style. However, the most notable differences between the two 
leaders is that Arthur (TMG) is see as driven, a strategist (forward-thinking) and as 
someone who challenges his subordinates. Ryan (Sieger Motors), on the other hand, is 
seen as dominant and overruling in the workplace.  
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Figure 7.1:  Leader attributes 
 
  
Source: Researcher’s own construction 
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To provide greater insight into the attributes of both leaders and how they compare to 
each other, Table 7.2 provides a summary of the various attributes identified and the 
frequency with which they are noted. In addition to the attributes quoted five times or more 
(see Figure 7.2), several other characteristics associated with each leader are also 
highlighted. Positive attributes associated with leadership are coded as (PA and negative 
attributes associated with leadership are coded as (NA). Words occurring most frequently 
are in bold. 
 
Table 7.2:  Leader attributes  
Coded attribute Ryan Arthur 
Above policy 2 – (NA) 0 
Arrogant 1 – (NA) 0 
Autocratic 7 – (NA) 15 – (NA) 
Challenges subordinates 0 6 – (PA) 
Confident 3 – (PA) 0 
Conservative 0 1 – (NA) 
Creative thinker 0 3 – (NA) 
Dominant 11 – (NA) 3 – (NA) 
Driven 0 5 – (PA) 
Empathetic 0 1 – (PA) 
Empowering 1 – (PA) 4 – (PA) 
Encouraging 1 – (PA) 0 
Energetic 2 – (PA) 0 
Entrepreneurial 2 – (PA) 0 
Forceful 2 – (NA) 0 
Forward-thinking 3 – (PA) 11 – (PA) 
Impatient 1 – (NA) 0 
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Table 7.2:  Leader attributes (continued) 
Impulsive 4 – (NA) 0 
Influential 5 – (PA) 8 – (PA) 
Innovative 3 – (PA) 0 
Knowledgeable 3 – (PA) 0 
Lacks giving recognition 1 – (NA) 0 
Learning orientated 1 – (PA) 3 – (PA) 
Overruling 5 – (NA) 0 
Procrastinator 1 – (NA) 0 
Professional leadership 0 3 – (PA) 
Respected 2 – (PA) 3 – (PA) 
Strategist 0 15 – (NL) 
Unsuitable leader 2 – (NL) 0 
Visionary 0 1 – (PA) 
Wise 0 2 – (PA) 
Totals 63 69 
Key: PA = positive attribute; NA = negative attribute 
Source: Researcher’s own construction 
 
From Table 7.2 it can be seen although the two leaders have several attributes in 
common, there are also many that they do not share. From the 63 words quoted 
describing the leader attributes of Ryan Sieger, 30 are associated with positive attributes 
and 33 with negative attributes. In the case of Arthur, of the 69 words quoted that are 
associated with leader attributes, 40 are associated with positive attributes and 19 are 
negative attributes. A comparison between the two leaders indicates that the interviewees 
in the study associated Arthur with more positive leadership attributes than Ryan.   
 
The findings of this study show that although the participating business leaders display 
numerous positive and negative leadership attributes, in general their leadership style is 
autocratic in nature. This finding concurs with the literature, which notes that an autocratic 
leadership style is most common among family businesses (Mussolino & Calabro 
2013:198). The family business literature suggests that, in general, family business 
owners tend to be autocratic and directive in their style of leadership (Gonos & Gallo 
2013:159). Additionally, literature suggests that autocratic leadership limits subordinates’ 
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input in decisions and is dominant, holding no value for others’ opinions (Ward 2011:30). 
The aforementioned describes the situation in both businesses, where the findings 
suggest that both leaders are very dominant and lead autocratically, often overuling their 
fellow shareholders and others with whom they work. 
 
The extant family business literature advocates that leadership in family businesses plays 
an integral role in the continued succession and succession planning for these 
businesses (McCann 2005:16–17). According to Leon (2014:5), failure to have a 
successful succession plan exposes family members and the family businesses to 
financial difficulties, making the survival of family businesses in the next generation more 
difficult. Literature consistently suggests that many family businesses are ill prepared for 
succession and do not undertake succession planning, and many have yet to identify a 
successor Dalpiaz et al. (2014:1375). The findings of this study concur with the literature, 
in that a lack of succession and succession planning is evident in both the family 
businesses participating in the current study.  
 
Despite this lack of formal succession planning, both businesses have identified possible 
future leaders for their family businesses.  Gavin has been mentored by Arthur for several 
years, and although Gavin is a non-family member, both he and the members of the third 
generation are of the opinion that he will take over the leadership of the TMG when Arthur 
retires. Within Sieger Motors, the most favourable candidiate to take over the leadership 
role in the business, is Luke. He has been identified along with Fred Jr. as a possible 
candidate. However Fred Jr. is still very young and has worked for the family business for 
a very short period. Additionally, Luke believes that he has the capabilities and will acquire 
the necessary skills and capabilities he lacks over the coming years, so that he is able to 
lead the business.  
 
The findings suggest that both businesses are open to having non-family leaders in the 
future should no family member be suitable or available. According to Klein and Bell 
(2007:22), larger and older family businesses are more inclined to include non-family 
leadership, and the percentage of ousiders in family businesses is on the rise. The rise 
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of non-family executives can be linked to the lack of adequate leadership abilities and 
appropriate qualifications among family members (Klein & Bell 2007:22). This may 
explain the openness to non-family leadership by both family businesses in the current 
study. In the case of the TMG, members of the third generation either show no interest in 
becoming the CEO of the family buisness, or acknlowledge that they currently do not have 
the experience or skills to take over the leadership of the business. In the case of the 
TMG a non-family member with an array of skills and experience, has been identified as 
the best possible successor for the business.  
 
At Sieger Motors, Luke, as dealer manager, has some experience in terms of leadership 
in the business. However, his father and uncles believe that he still has much to learn. 
Fred Jr. also believes that in the future he could become involved with the leadership of 
Sieger Motors but acknolwedges his inexperinece at this stage. Although no one has 
been identified to take over the business in the forseeable future, Sieger Motors is open 
to a non-family member leading the family business until such time that the third 
generation is willing and able to do so. 
 
With regard to leadership as a resource pool in the two participating family businesses, 
the following recommendations are made: 
 
• The leaders of both family businesses should consider adopting a more 
participative style of leadership.  
• The leaders of both family businesses should consider giving more recognition for 
work done by others, which would boost morale among those working in the family 
business in general. 
• The leader of Sieger Motors must set the example and adhere to business 
decisions and policies. He must not overrule the aforementioned as this could be 
interpreted as favouring his side of the family.    
• More attention should be given to leadership succession planning at Sieger 
Motors. 
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• Formal mentoring by the senior generation should be implemented at Sieger 
Motors so that the leadership abilities of the third generation can be developed. 
 
7.3.2  Governance  
 
The findings show that in terms of business governance, both businesses have a formal 
board of directors and a shareholders agreement in place. In addition, they both hold 
regular management meetings and are subject to governance imposed on them by their 
franchisors. This finding concurs somewhat with the family business literature which 
contends that successful family businesses typically have comprehensive governance 
systems in place (Brenes, Madrigal & Requena 2018:282).  
 
The boards of both businesses have family and non-family members. This concurs with 
Munoz-Bullon et al. (2018:42) who point out that family members serve on the board of 
directors, and with Culasso, Giacosa, Manzi and Truant (2016:2), who highlight that non-
family members on the board provide the professionalism required by family businesses. 
Although the non-family member in the case of the TMG has been formally appointed to 
the board, the two non-family members who sit on the board of Sieger Motors are not 
formally appointed. The use of non-family members on the board of Sieger Motors 
concurs with the PWC Family Business Survey (2016) which reports that the majority of 
family businesses make use of informal advisers who “act as a friendly sounding-board” 
for the owners of the business. Both businesses also have a shareholders agreement 
that governs the sales and transfer of shares in the business.  
 
The main difference between the two businesses in terms of business governance is that 
the TMG has a formal entry and dividend policy in place, as well as several internal 
committees and knowledge creating forums. These structures do not exist in Sieger 
Motors.  
 
The family business literature suggests that several family governance structures play an 
important part in accomplishing performance objectives and ensuring a successful 
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succession among family businesses (Villalonga et al. 2015:649; Nordqvist et al. 
2014:197). However, no family governance structures are in place at either the TMG or 
Sieger Motors. Neither business holds family meetings, nor do they have a family council 
or a family constitution. This finding is partially supported by those of Brenes et al. 
(2018:283) who found that only 60% of family businesses have some sort of family 
governing body, such as a family meeting or council. This lack of family governance 
structures is a possible threat to the long-term success of the participating family 
businesses.  
 
Worth noting is that both businesses are subject to external governance imposed on them 
by their respective franchisors, who set standards and regulations on how the business 
model must be operated and branding undertaken. This is to ensure that standards and 
brand equity are maintained. According to Chirico et al. (2011:485), many family 
businesses are franchisees and these businesses often have a wide range of support 
and resources from their franchisors. This support together with their “familiness” 
resources create a competitive advantage for them. However, as in the case of the 
participating family buisnesses, Chirico et al. (2011:483–484) note that, as franchisees, 
these businesses are subject to governance by the franchises. 
 
With regard to governance as a resource pool in the two participating family businesses, 
the following recommendations are put forward: 
 
• Both the TMG and Sieger Motors need to introduce family governance structures 
into their businesses, in the form of a family council, family meetings, a family 
constitution, or a combination thereof.  
• The shareholders agreement of the TMG needs attention, so that clarity exists 
when the time comes for the transfer or sale of the shares to take place.   
• At Sieger Motors, a family entry policy and a dividend policy should be prepared 
and implemented. An entry policy will ensure that family members go through the 
right procedures when being employed in the family business and also ensure that 
they are appropriately qualified to add value to the business. A well-revised 
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dividend policy will ensure consistent reinvestment into the business and a more 
formal procedure for the distribution of dividends. 
• The external members of the board at Sieger Motors should be formally appointed 
and given voting rights regarding strategic decisions made concerning the 
business. This will ensure that decisions are made in the best interest of the 
business and that decisions are not dominated by any particular person. 
 
7.3.3 Decision-making 
 
According to the findings of this study, it is evident that both businesses have different 
types of decisions that are made within the business, and various individuals or entities 
influence these decisions. Strategic and financial (investment) decisions, both of which 
are centralised, are made at top level management and board level. Other types of 
decisions include operational and departmental or branch decisions (Sieger Motors). 
These decisions are decentralised and made at lower levels of management.  
 
The board of directors and several key individuals, as well senior management or 
departmental heads (non-family or family members), are identified as decision-makers in 
the two businesses. This finding partially agrees with that of Koropp et al. (2014:309), 
who note that key decision-makers in family businesses are often owners, shareholders, 
boards of directors and advisory boards.  
 
At both the TMG and Sieger Motors, strategic and financial decisions are considered to 
be high-end decisions that influence the business as a whole, and these decisions are 
made formally at board level. Similarly, Nordqvist et al. (2014:197), as well as Pihkala 
(2014:17), point out that in family businesses, larger financial decisions are made using 
more formal processes, involving both a board of directors and owners. As the two non-
family members on the board of Sieger Motors are not formally appointed, they provide 
more of an advisory and support role to the shareholders and have no decision-making 
power. This concurs with the literature which suggests that advisory boards support and 
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advise decision-making in family businesses and assist them in solving a variety of  issues 
(Oudah et al. 2018:6).  
 
Furthermore, DuBrin (2010:114) contends that an autocratic leadership style influences 
decision-making in a business. This influence on decision-making is evident in both the 
TMG and Sieger Motors, where strategic decisions are dominated and largely influenced 
by the current CEOs of the businesses.  Similarly, Parker (2013:57) notes that the leaders 
or owners of family businesses are often the final decision-makers.  
 
Literature suggests that decision-making in family businesses becomes more complex 
and less flexible in the second and third generations as the business expands and sets 
in governance structures such as a board of directors and advisory board members 
(Munoz-Bullon et al. 2018:42). Although both participating businesses are in the second 
generation, decision-making is still described as quick and flexible. This is supported by 
Echevarria (2017:5) who points out that family businesses are often quicker and more 
effective in their decision-making than non-family businesses. Similarly, Thomas (2006:2) 
contends that in contrast to family businesses, non-family businesses tend to have more 
formalised systems and procedures in place; consequently, the decision-making 
processes in non-family businesses tend to be more difficult and time-consuming than in 
family businesses. 
 
Another similarity that exists between the TMG and Sieger Motors is their conservative 
approach to decision-making. Decision-making within the TMG is described as strategic 
and calculated, but conservative at times, whereas decision-making in Sieger Motors is 
described as conservative and risk-averse. According to Irava and Moores (2010:136) 
and Allio (2004:26), it is the structures in family businesses that allow them to make slow 
and careful decisions at appropriate times. The conservative nature of their decision-
making is supported by Koropp et al. (2014:2) who observe that family businesses are 
unique in their behaviour regarding certain decisions and are often more conservative in 
their strategies. Furthermore, given the conservative nature of decision-making within the 
two participating businesses, the findings of this study contradict those of Thomas 
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(2013:7) who concluded that decision-making in family businesses often occurs without 
the same safety checks that exist in non-family businesses.  
 
The findings show that decisions made at the TMG are strongly influenced by Christian 
values and beliefs. Although not specifically referred to, the aforementioned also influence 
decisions made at Sieger Motors. Similarly, Heck (2004:383) notes that the values and 
beliefs of the owners or owner–managers are significant drivers in the decision-making 
processes of family businesses. In addition, the influence that spouses have (through 
influencing their husbands) regarding decisions made is particularly evident at Sieger 
Motors. This is alluded to by Allio (2004:26) who points out that in family businesses, 
decisions are often made outside the workplace in consultation with family members.  
 
Finally, it is noteworthy that the current CEO of Sieger Motors allows his son more 
freedom in the business than other emplyees and often favours him when making 
decisions. As such, decisions are often overruled when his son is in question or in favour 
of his son. This concurs with Stoilkovska et al. (2013:19), who maintain that one of the 
challenges facing family businesses in terms of decision-making occurs as a result of 
biased decisions and nepotism. It is the aforementioned that often leads to conflict among 
family members themselves, and between family and non-family employees. 
 
With regard to decision-making as a resource pool in the two participating family 
businesses, the following recommendations are put forward: 
 
• The leaders of both family businesses must ensure that they do not allow their 
autocratic style of leadership to dominate decision-making. 
• Increased decentralisation and delegation of decision-making needs to occur at 
both businesses. By empowering others, increased autonomy and confidence in 
future decision-making by individuals will occur. 
• External board members need to be formally appointed so that they can participate 
in strategic decision-making concerning the business.   
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• Shareholders of Sieger Motors need to ensure that informed and objective 
decisions concerning the business are made, and that spousal influence is kept to 
a minimum.  
• The leader of Sieger Motors, specifically, needs to consult fellow shareholders 
before making decisions. 
• The leader of Sieger Motors needs to keep his relationship professional with his 
son in the workplace, and should treat him in the same way that he treats other 
employees. In doing so, biased decisions in favour of his son can be avoided.  
 
7.3.4 Relationships  
 
On the whole, relationships between family members working in the participating family 
businesses are amicable, even if they can be volatile at times and conflict has been 
known to occur. Relationships within the TMG are professional and are based on mutual 
respect and trust. According to Wu & Pan (2012:151), relationships in family businesses 
are only of value when they are rooted in mutual trust, loyalty and commitmment. 
Allthough the relationships among family members involved in Sieger Motors may not be 
as professional as those at the TMG, they are nonetheless based on respect and trust 
and “sticking together, no matter what”. However, evidence suggests that a lack of 
communication exists among the family members working at Sieger Motors, which often 
gives rise to conflict between family members. 
 
The relationship between the second generation family members, who are also the 
current shareholders of the TMG, is open and honest. Although they do not socialise 
together after work, they have a common respect for each other and there is a good 
understanding between them regarding business matters. Relationships between the 
second generation, who are the current shareholders of Sieger Motors, are also 
characterised by common respect and good understanding. Although they also do not 
socialise together after work or have good communication, because they grew up 
together, they have better relationships than their fathers did. This finding supports the 
view of Lopez-Vergara (2013:30) who suggests that interactions and shared experiences 
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at a younger age generate interpersonal relationships among family members.  
 
The relationships between the second and third generation family members working in 
the TMG represent both parent–child and employer–employee relationships, which is 
often the case in family businesses (Means 2013:1209). These relationships in the TMG 
are described as professional and the third generation family members are treated by 
their fathers as employees in the same manner that their fathers treat non-family 
employees.  
 
The relationships between the second and third generation family members working in 
Sieger Motors include a good business relationship between the current CEO’s son and 
his uncles, as well as a father–son relationship between the CEO and his son.  The 
relationships between the CEO’s son and his uncles is somewhat different to these 
relationships within the TMG because the CEO’s son is also a branch manager on the 
same level as his uncles. The parent–child relationship between the CEO and his son 
often supersedes the employer–employee relationship because this young man is often 
given more freedom and autonomy than the other employees are. Similarly, Means 
(2013:1209) cautions that such dual relationships often bring about confusion as to which 
role to take on in response to certain situations. This concurs with Kraiczy (2013:15) who 
notes that these relationships in family businesses are more emotional than in non-family 
businesses; the emotion often plays a part in how family employees are treated. 
 
Relationships between third generation family members working within the TMG are 
described as focused, functional, and professional. There is a mutual respect and open 
communication between these family members exists. In Sieger Motors the relationships 
between the third generation family members are also respectful but they do not consider 
themselves as close and they seldom interact with one another either inside or outside 
work.   
 
In the TMG, healthy and trusting relationship exist between active family members and 
non-family employees. Similarly, in Sieger Motors these relationships are described as 
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fairly good. Active family members from both businesses acknowledge the importance of 
non-family employees and strive to work with them as effective teams. According to 
Erdem and Atsan (2015:224), relationships based on trust result in both family and non-
family members feeling committed to each other and are therefore able to work together 
harmoniously. The aforementioned leads to what Bubolz (2001:130) describes as the 
ideal business environment. In both businesses, staff turnover is low and employees are 
made to feel like part of the family. This approach is supported by Erdem and Atsan 
(2015:224) who find that family businesses often treat everyone in the same manner as 
they would their family members. 
 
In contrast to the TMG, where no spouses of active family members are actively involved 
in the family business, the wives of two of the current owners of Sieger Motors are actively 
involved as employees in the family business. Although the relationship between them 
appears amicable, these wives do influence the relationships between their husbands 
and their cousin (the current CEO). This concurs with Ayranci (2014:89) who notes that 
spouses play a role in family businesses and may influence relationships as well as 
business decisions.  
 
With regard to relationships as a resource pool in the two participating family businesses, 
the following recommendations are put forward: 
 
• Both the TMG and Sieger Motors could proactively pursue better family 
relationship in general. By implementing the family governance structures 
suggested in Section 7.2.3 of this thesis, greater understanding between them and 
better relationships can be forged. This could potentially reduce conflict between 
them, leading to better teamwork and a general sense of family harmony and 
togetherness.   
• Sieger Motors, for example, should be encouraged to reinstate the family 
gatherings that they held in the past so that inter-family relationships can be 
fostered. Additionally, family members need to agree that they respect each other’s 
values and world views. 
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• Sieger Motors needs to ensure that family members are not promoted above non-
family members. This could be secured by implementing a promotions policy and 
incorporating aspects addressing this matter into the family constitution. 
• In the working environment, the CEO of Sieger Motors needs to interact with his 
son in a professional manner and treat him in the same way as he treats other 
senior non-family employees.   
• The CEO of Sieger Motors needs to communicate more clearly and regularly with 
his fellow shareholders in a consultative manner, so that these relationships can 
be more supportive, trusting and respectful. 
• The shareholders of Sieger Motors whose wives work in the family business, need 
to ensure that their relationship with their cousin, the current CEO, is not influenced 
by their wives. These shareholders need to limit their discussions concerning the 
workplace at home with their wives. 
 
7.3.5 Networks 
 
From the findings of this study, it is evident that both family businesses recognise the 
importance of networking, as well as the value of the networks that they have developed 
over the years. This finding is supported by De Klerk and Greeff (2010:264) who point out 
that networking relationships assist family businesses by expanding business operations.  
 
Almost all of the original networks established by the founder of the TMG still exist today 
and it is clear that the successive generations of family members have leveraged these 
networks for business gain. Similarly, Kets de Vries and Carlock (2010:44) maintain that 
family businesses have multigenerational networks that are passed down with each 
generation. By contrast, most of the networks established by the founders of Sieger 
Motors have been lost. It was, however, pointed out that for both businesses, customers 
often buy cars from them because they knew the business founders. Many of the new 
networks in existence today have been created by family members involved in both family 
businesses and the various family members engage in different ways to build their own 
networks that ultimately benefit the family business. This concurs with Eboru’s (2014:2) 
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findings that family businesses form relationships of trust externally with the community, 
customers, and suppliers, and not just with the family members. As suggested in the 
literature, these networks are also formal and informal in nature (Deiters & Heuss 
2014:99; Kets de Vries & Carlock 2010:43). Furthermore, it is these networks that lead to 
repeat transactions in the form of refferals and access to a larger customer base 
(Templeton 2003:27) for both businesses.   
 
Although all family members involved in the participating family businesses have 
developed their own networks, the networks of the current CEOs are the widest and most 
influential. The networks of the younger generation are different to those of the older 
generation and are attracting a different client demographic to the family businesses.   
 
Both businesses work hard to maintain their networks and relationships with their 
communities. The TMG has adopted a socially responsible approach by supporting 
projects such as an orphanage, a school, a feeding scheme project, and sponsoring 
rugby team jerseys for a local school. Although Sieger Motors also sponsors a local 
school, their approach to maintaining their relationships with the community has been 
somewhat different. Their focus has been more on sponsoring events that future 
customers would attend, such as golf days and an air show. The approach of both 
businesses is in line with Campopiano et al. (2014:246), who contend that family 
businesses often build relationships by being philanthropic in their communities and 
making available sponsorships or donations to schools and surrounding communities to 
strengthen their position. Additionally, the findings concur with those of Kets de Vries and 
Carlock (2010:43), who observe that family business networks are seldom strategic in 
nature. 
 
Both the TMG and Sieger Motors have a low staff turnover. They have and often do attract 
well educated employees, which has been partly a result of the good networks that they 
have in their industry and communities. Gupta and Levenburg (2012:60) similarly find that 
family businesses with well-established networks are able to attract human capital, which 
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may provide a competitive advantage for future generations and ensure the longevity of 
the family business. 
 
With regard to networks as a resource pool in the two participating family businesses, the 
following recommendations are put forward:  
 
• Both the TMG and Sieger Motors should encourage potential successors to 
maintain existing, established networks to ensure that they are not lost to future 
generations. During the process of succession, the TMG and Sieger Motors need 
to ensure that these networks are passed on from the current leaders, who clearly 
hold the majority of the networks, to their successors. This could be done by 
introducing potential successors to relevant stakeholders, as well as including 
them in meetings with these persons.   
• Continuous efforts to uphold and maintain the reputation of the business and the 
family should be made, as these will continue to influence existing networks, as 
well as the establishment of new networks. 
• Both businesses need to encourage internal networking among branches, 
departments, and employees. As such this will ensure effective communication 
between them, as well as information flow through the business and the sharing of 
learnt experiences. The flow of information between employees can be facilitated 
by means of an intranet within the business. Social events and gatherings can also 
be organised to encourage interactions and networking between all employees. 
 
7.3.6 Culture  
 
The findings of this study show that each of the participating businesses has its own 
unique organisational culture, or way that “things are done in the business”. Within the 
TMG, the culture is people- and values-orientated. A sense of professionalism exists and 
a culture of performance and learning is encouraged. The organisational culture of 
Sieger Motors is closely associated with honesty and integrity, as well as with their 
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German heritage. The organisational culture is people- and family-orientated, with 
a focus on service and upholding German quality and standards.  
 
In both businesses, a culture of caring for people, both employees and customers, 
is evident and a sense of pride in and loyalty to their product brands exists. As 
suggested by Gavric et al. (2016:27), it is clear that the organisational culture of both the 
TMG and Sieger Motors shapes the way employees think, work, and feel, and is the 
“operating system” in a family business. 
 
The organisational culture of both participating family businesses originates from the 
founders of these businesses; their family values have been entrenched in both business 
over the years.  In the case of the TMG these values are based on strong Christian beliefs, 
whereas those of Sieger Motors are based on strict German principles. This finding 
corresponds with the findings of Duh et al. (2010:475), who contend that the 
organisational culture in family businesses relates to the enduring values of the 
founder(s), and it is these values that shape the character of the business. In addition, as 
suggested by Cruz et al. (2012:148), the findings show that the culture in both the TMG 
and Sieger Motors is influenced by the family’s culture, including their values and beliefs.  
 
Words such as people, honesty, integrity, respect, family, customers and service were 
frequently used by interviewees when describing the organisational culture of both 
businesses. It is these words that are also assoicated with the values of both businesses. 
This finding concurs with the values often identified in family business as suggested by 
Osei et al. (2012:15), namely trust, commitment, honesty, fairness, quality integrity, social 
responsibility and respect. Furthermore, the findings give support to Tapies and 
Fernandez (2010:3), who propose that the values of family businesses are more humane, 
emotional, and fundamental than those of non-family businesses whose values are often 
more transactional, impersonal, and directed toward economic outcomes. 
 
In both businesses a sense of belonging and togetherness is experienced by family and 
non-family employees. Non-family employees feel as if they are a part of the family, and 
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family members acknowledge the value that non-family employees bring to the business. 
Similarly, Erdem and Atsan (2015:224), as well as Azoury et al. (2013:15), assert that in 
family businesses the lines between the family and the business environment are often 
blurred, with everyone being treated as if they are family members.  
 
In recent years, the values of the TMG have changed. Although some of their old values 
have been retained, several new values have been introduced and their value set has 
been refined. Members of the third generation have been instrumental in these changes. 
At Sieger Motors, the process of formalising their values has only just begun and a 
member of the third generation has also been instrumental in bringing this about. The 
involvement of the third generation in attending to the values of the participating 
businesses concurs with Heidrich et al. (2015:73), who note that it is not uncommon for 
the next generation to want to adapt and refine the values of a family business. In both 
businesses, members of the second generation have welcomed these changes and have 
encouraged the third generation in doing so. This finding is in line with Neff (2015:3), who 
suggests that visions and values need to be flexible, as new generation family business 
owners bring in their own perspectives and talents to the family business.  
 
Although the values of both businesses have been attended to by the members of the 
next generations, it is evident that they all have a desire to preserve their family values. 
As such, this contradicts the views of some authors (Heidrich et al. 2015:73; Dyer 1988 
in Cruz, Hamilton & Jack 2012:149), suggesting that subsequent generations may have 
no desire to preserve the values and beliefs of their family business founders.  
 
The TMG is managed professionally as a corporate business. The values of the business 
have been explicitly formalised and are visible on documents, on their website and on 
signage around the business. These values set the norms and standards for behaviour, 
decisions, and operations within the business. Although the values of Sieger Motors are 
also evident, they are not explicitly formalised as in the case of the TMG. However, at the 
time the interviews were undertaken, signage was being prepared on which the values of 
the business would be explicitly displayed. 
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With regard to organisational culture as a resource pool in the two participating family 
businesses, the following recommendations are given:  
 
• Both family businesses need to continuously ensure that all employees in the 
business, both family and non-family members, are familiar with the values of the 
business and are aware of which behaviours and actions would contradict or not 
support these values. By visually displaying their values and rewarding employees 
for demonstrating these values them out, both businesses will increasingly be able 
to absorb these values into their business culture.  
• Sieger Motors needs to ensure that, as its values are shaped from one generation 
to the next, the original values which built the business, its reputation and brand, 
must continue to be evident.  
• Sieger Motors must increasingly formalise its values so that employees are 
enabled to behave and operate accordingly. As is the case with the TMG, company 
values should be visibly displayed on the premises, and appear on company 
websites, social media platforms and all other business documents. 
• Sieger Motors could also introduce a reward system whereby employees are 
rewarded for demonstrating the values of the business. Rewards could be of a 
financial nature or through individual recognition. 
 
7.3.7 Financial capital 
 
The results show that both family businesses participating in this study are in a financially 
sound position. Both businesses have access to substantial amounts of internal financing 
that they have saved up over the years. The financial position of Sieger Motors is, 
however, less secure than that of the TMG. This could be attributed to their broad cost 
base and high levels of inventory, as well as the capital that has been taken out of the 
business by the current CEO for a personal investment. 
 
The approach of the shareholders to financing in both businesses is one of using internal 
funding as far as possible, rather than making use of external financing such as loans. 
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This finding is consistent with the general family business literature which suggests that 
in family businesses, financial capital is most commonly obtained through internal 
financing and that these businesses prefer to avoid debt financing (Dyer 2006:264; 
Sirmon & Hitt 2003:342). Given the financial resources that the two family businesses 
have both built up over the years, avoiding debt financing has become increasingly 
possible. 
 
However, it is important to note that both businesses do make use of debt financing when 
necessary. The TMG makes use of external loan capital to finance their floor inventory 
(stock of vehicles), which concurs with Deloitte (2016:16), who found that family 
businesses regularly rely on external sources of funding. Sieger Motors also makes use 
of debt capital on occasion. They loan money from the family property company to cover 
shortages when necessary. Similarly, Surbhi (2017:2) contends that external financing 
generated from sources outside the family business, including private sources, is not 
uncommon among family businesses. 
 
Both the TMG and Sieger Motors are described as conservative in terms of their capital 
expenditure. This conservative approach corresponds with Keasey et al. (2015:7), and 
Koropp et al. (2014:308), who suggest that family businesses are often risk-averse in their 
behaviours and financing strategies. Literature also suggests that family businesses are 
more risk-averse than non-family businesses, and would rather forgo growth opportunities 
than endanger family control over the business by issuing external equity (Keasey et al.  
2015:7; Koropp et al. 2014:308). However, in the case of both the TMG and Sieger 
Motors, although both businesses have been conservative in terms of capital expenditure, 
they have still managed to exploit potential opportunities. In addition, they have done so 
without issuing external equity or endangering family control over their respective 
businesses. Furthermore, in both businesses, decisions relating to capital expenditure 
are made at board level. This is in line with the literature (Koropp et al. 2014:308; 
Nordqvist et al. 2014:197) which indicates that higher level financial decisions are made 
using more formal processes and at board level.   
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At the time of the interviews, TMG had a financial director (manager) in place, but Sieger 
Motors did not. San Martin-Reyna and Duran-Encalada (2015:60–61) suggest that family 
businesses should make use of independent external assistance to aid in making financial 
decisions. The existence of a financial director in the TMG could possibly account for their 
more secure financial position at the time of undertaking this study. 
 
Both the TMG and Sieger Motors have, as far as possible, always opted to make use of 
internal financing, which has been possible owing to their conservative approach to 
declaring dividends to their shareholders. This finding concurs with studies by Allio 
(2004:27), Sirmon and Hitt (2003:342), and Mohamadi (2012:36–37) in finding that family 
businesses often prefer internal investment to external investment. Although both 
businesses pay out dividends (Michiels, Voordeckers, Lybaert & Steijvers 2015:299), they 
differ in terms of their dividend policies: the TMG has a formal dividend policy with a fixed 
percentage payout, whereas Sieger Motors does not. Decisions regarding dividend 
policies at Sieger Motors are made at board level, and on an ad hoc basis.  
 
With regard to financial capital as a resource pool in the two participating family 
businesses, the following recommendations are put forward:  
 
• Careful and continuous reinvestment into the business should continue for both 
businesses. This will allow the businesses to continue to grow and enable both to 
take advantage of business opportunities as they arise. 
• Both businesses need to continue adopting their conservative approach to 
financial expenditure, as this has produced positive results in the past. 
• The dividend payout percentage for the TMG should remain unchanged. As such, 
it allows the business to reward shareholders without compromising the financial 
position of the business.  
• Sieger Motors needs to formalise its dividend policy within the business, in order 
to ensure continuous reinvestment into the business and enhance the ability of 
individual shareholders to undertake financial planning. 
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• Sieger Motors needs to implement a more stringent policy with regard to the 
withdrawal of capital from loan accounts by shareholders. Withdrawing capital from 
the business jeopardises the financial security of the business as a whole.  A 
process of voting by board members to make decisions on such withdrawals could 
be introduced. 
• Sieger Motors needs to prioritise the employment of a suitably qualified financial 
accountant or manager. This will contribute to the professionalisation of the 
business and ensure that the relevant explicit technical knowledge in this area is 
available to the business. A qualified financial accountant or manager will ensure 
sound financial decision-making. 
 
7.3.8 Knowledge 
 
As a result of working for many years in their respective family businesses, the second 
generation owners have a wealth of knowledge and experience of the automotive industry 
in general, and of operating car dealerships in particular. This concurs with Moodley’s 
(2016:13) conclusion that exposure to multiple aspects of the operation of family 
businesses aids in the transfer of tacit knowledge, which ultimately results in skills that 
outsiders are not able to acquire. It is this wealth of knowledge and experience that 
represents the tacit knowledge accumulated over the years in both family businesses. It 
is this tacit knowledge which, according to extant literature, is crucial to transfer from 
generation to generation (Boyd et al. 2015:21).  
 
Within the TMG, the existence of explicit technical knowledge in the form of tertiary 
qualifications is clearly evident. The current CEO, the financial director and both members 
of the third geneation all have univesity degrees in their respective fields. This finding 
concerning knowledge is supported in the literature. “Knowledge is embedded in human 
capital and in family businesses. This human capital consists of a combination of family 
and non-family members who are employed in the business” (Sirmon & Hitt 2003 in Boers 
& Lora 2009:15). At Sieger Motors, formal tertiary level education has not been prioritsed 
and none of the family have a formal university qualification. However, individuals are 
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regularly sent for trainings and they attend courses to enhance their technical knowledge.   
 
Efforts have been made at both the TMG and Sieger Motors to establish mentoring 
relationships with the next generation and to transfer knowledge to them. This is clearly 
evident in the TMG where a close relationship exists between the current CEO and the 
financial director who has been identified as the potential successor. They spend a great 
deal of time together and the financial director has become a close confidante of the CEO. 
At Sieger Motors, the potential successor frequently talks to his uncles in casual 
conversations and often seeks their advice in decision-making. This finding concurs with 
Keglovits (2013:5) who notes that to ensure that tacit knowledge is transferred from one 
generation to the next, individuals often make use of casual conversations, stories, and 
demonstrations. However, in both the participating businesses there has already been a 
loss of tacit knowledge. In Sieger Motors, the takeover of the business by the current 
CEO did not follow a smooth process and his uncle did not share any knowledge and past 
experiences with him. This is also likely to happen in the TMG because the current CEO’s 
brother, who has a wealth of knowledge in the second-hand car market, does not have a 
relationship with the potential successor or the next generation family members that is 
conducive to knowledge transfer taking place between them. 
 
Knowledge development and the sharing thereof is of great importance to both 
participating family businesses. Regular training for employees, both family and non-
family members, is provided and encouraged. Extant literature suggests that adopting 
this approach to knowledge development is not uncommon among family buisnesses. 
According to Miller et al. (2015:6), developing knowledge in family businesses is done by 
developing the employees of the business in their fields of expertise. Additionally, both 
businesses provide platforms to share knowledge. The TMG employs different forums to 
share information, whereas Sieger Motors regularly have  brainstorming sessions.  
 
With regard to knowledge as a resource pool in the two participating family businesses, 
the following recommendations are given:  
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• Both businesses need to create more opportunities to transfer tacit knowledge 
from the senior generation to the next generation of family members.   
• Both businesses need to formalise mentoring relationships between senior family 
members and the third generation. Identified successors need to regularly spend 
time in the company of the current leaders. This will enable them to observe these 
leaders in action and to gain knowledge through asking questions and witnessing 
learning experiences. 
• Both businesses must continue to encourage training and development among all 
persons working in the family business so as to ensure that they meet industry 
standards in terms of explicit technical knowledge.  This could be made possible 
by the senior generation spending time in the different departments of the 
business, spending time with employees, as well as attending lower level 
meetings. 
• Sieger Motors needs to implement a stringent hiring process so that future 
employees provide the human capital and explicit technical knowledge needed to 
create value for the business. 
• Sieger Motors needs to employ a qualified financial accountant or manager.  
• Sieger Motors should give the next generation’s potential successor the 
opportunity to complete his matriculation exam and to obtain a formal qualification 
at a recognised tertiary institution, either full time or part-time. 
 
7.3.9 Heterogeneity in family businesses 
 
In order to identify the differences (heterogeneity) between the two participating family 
businesses, the businesses chosen were both second generation family businesses and 
in the automotive industry, more specifically owners of car dealerships. Heterogeneity in 
family businesses arises from various aspects, including the nature of ownership, the size 
of the business, and the industry in which it operates (De Massis et al. 2018:4; Chrisman 
et al. 2014:6). By selecting businesses operating at the same family life stage and in the 
same industry with a similar product offering, the researcher anticipated that differences 
between the familiness resource pools would be more evident. As suggested by DeSarbo 
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et al. (2009:94), some family businesses operate in the same industry and still there is 
diversity in strategy and performance. Nason and Wiklund (2018:34) suggest that 
“heterogeneity in resources” between businesses operating in the same environmental 
conditions is the key factor in understanding any performance differences that might be 
observed. The following section of this thesis highlights the findings with regard to the 
sources of heterogeneity between the family businesses investigated in this study. 
 
7.3.9.1 Leadership 
 
The findings show that although the leaders both display an autocratic leadership style, 
heterogeneity exists in the leadership attributes they possess. Ryan (Sieger Motors) is a 
dominant leader who exerts his dominance over his subordinates, whereas Arthur (TMG) 
is more strategic in the way he leads and directs the business. The participating 
businesses are also in different stages of succession planning. The TMG has identified a 
successor who is being mentored by the current CEO. Sieger Motors on the other hand 
has only recently started thinking about future successors. A possible reason for this is 
the age difference between the second generation family members of the two businesses. 
In the case of the TMG, the second generation is at retirement age, whereas at Sieger 
Motors, the second generation still has approximately 10 years to go before retirement. 
 
7.3.9.2 Governance 
 
The participating businesses are similar in that neither of them have any family 
governance structures in place, but they differ in terms of the degree of formality and the 
nature of business governance structures in place. On the board of the TMG the external 
member is formally appointed, whereas at Sieger Motors external members act in an 
advisory capacity. Another difference that exists between the two businesses is that the 
TMG has a formal entry and dividend policy, whereas Sieger Motors does not. The finding 
concurs with the finding of Nordqvist et al. (2014:192), that internal governance is a 
source of heterogeneity among family businesses. Moreover, this finding is supported by 
Daspit et al. (2018:294–295) who note that governance-related heterogeneity arises in 
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family businesses because of different governance mechanisms in place.  
 
7.3.9.3 Decision-making 
 
Although the nature and process of decision-making within the two businesses is similar, 
a difference does exist with regard to who influences these decisions. Worth noting is the 
influence that the wives of two of the second generation owners have on decision-making 
in Sieger Motors. Both wives work closely with their husbands in their respective branches 
of the family business and influence decision-making in the business through their 
influence on their husbands. Another aspect of difference is that decisions made at Sieger 
Motors are at times overruled or biased in favour of certain family members. These 
differences in decision-making could be related to the level of professionalism evident in 
the two businesses. As suggested by Chua et al. (2012:1108), heterogeneity in family 
businesses exists because some family businesses opt to professionalise their 
businesses as they grow in size, but others prefer maintaining the informal and intimate 
nature that being a family business allows. 
  
7.3.9.4 Relationships 
 
According to Daspit et al. (2018:294–295), heterogeneity may arise as a result of the 
relationships that exist in a family business. Similarly, Jaskiewicz and Dyer (2017:113) 
contend that “healthy family interactions are important for the sustainability of the 
business family and the family business, and that family businesses are heterogeneous 
in the use of these interacting systems”. The findings of the current study concur, in that 
various relationships exist within both businesses and the nature of these relationships 
varies from amicable to conflictual, depending on the parties involved. Relationships 
between the second and third generation family members, as well as between the third 
generation family members themselves, vary between the two businesses. In addition, 
the involvement of the wives in Sieger Motors brings an added dimension to the nature 
of relationships in this business.  
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Another dimension of family heterogeneity relates to family functions, interactions and 
events (Jaskiewicz & Dyer 2017:115). It was pointed out that Sieger Motors had family 
gatherings in the past, but this had stopped because of some family differences. In 
contrast, the TMG had not previously held family gatherings of a similar nature.  
 
Family events such as death, marriage, or divorce, create a change in the structure of the 
business, resulting in a change in the way members function and interact (Jaskiewicz & 
Dyer 2017:114). Such family events contribute to the heterogeneity of family businesses 
in terms of relationships between members of the business. Although divorces have 
occurred among second generation family shareholders in both businesses, in recent 
times, the death of one of the founders of Sieger Motors and the onset of dementia in the 
other has changed the way the second generation shareholders interact as well as the 
voting rights on the board. The son of the present CEO of Sieger Motors votes on behalf 
of his sick grandfather, which affords him the same voting rights in matters of the business 
as his father and uncles.  
 
7.3.9.5 Networks 
 
With regard to networks, evidence of heterogeneity exists among the two participating 
family businesses in terms of how networks have been maintained and how they are 
developed. The TMG has maintained the networks established by the founder, whereas 
the networks appear to have been lost in Sieger Motors. The TMG focuses on building 
networks with their community by means of uplifting the community and behaving in a 
socially responsible manner, whereas Sieger Motors focuses their efforts to develop 
networks by sponsoring events hosted by their communities. This finding partially concurs 
with Marques et al. (2014:206) who note that differences exist in the goals that family 
businesses have and how they go about achieving them. 
 
  
231 
 
 
7.3.9.6 Culture 
 
Culture is a source of heterogeneity between the two businesses. The culture within the 
TMG is people- and values-orientated, and is professional and performance-driven. At 
Sieger Motors, the culture is based on their German heritage and the values of honesty 
and integrity. This finding is supported by the literature which suggests that heterogeneity 
occurs in family businesses because of its distinct characteristics, values and cultures 
(Marques et al. 2014:206,210; Barnett et al. 2012:1200–1225). Furthermore, the values 
of the TMG have been formalised, whereas those of Sieger Motors had not, to date, been 
explicitly formalised. Assuming that a more explicit and formal set of values is associated 
with a higher level of professionalism in the family business, the aforementioned finding 
concurs with Chua et al. (2012:1108), who state that professionalism is a form of 
heterogeneity among family businesses.   
 
7.3.9.7 Financial capital 
 
According to Kraus et al. (2011:41), financial capital is one of the resources which can be 
a source of heterogeneity among family businesses. However, the findings of this study 
show that the participating businesses have both adopted a similar approach to financing 
business activities and making financial decisions. Both are in a sound financial position, 
but Sieger Motors is considered less financially secure over the long term.  
 
A source of difference between the family businesses relates to the appointment of a 
competent and qualified person to manage the financial affairs of the business. The TMG 
has a non-family member who serves as their financial director on the board. He is a 
qualified chartered accountant and has many years of experience in the field. Sieger 
Motors, on the other hand, does not currently employ a person with these skills. This 
source of heterogeneity is supported by Carillo et al. (2015:1), who note that human 
capital varies from one family business to the next because the knowledge, skills, and 
competencies vary between them. 
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7.3.9.8 Knowledge 
 
According to Carillo et al. (2015:1), the nature of human capital is a source of 
heterogeneity in family businesses. The levels of knowledge, especially formal 
qualifications, vary between the participating businesses. For example, interviewees from 
the TMG all held formal tertiary qualifications, whereas those from Sieger Motors did not. 
Mullens (2013:27) explains that businesses with higher levels of human capital are more 
efficient in taking advantage of opportunities. The level of human capital in the TMG in 
comparison to Sieger Motors could possibly account for their more secure financial 
position. 
 
The nature of mentoring and how knowledge is transferred within the two business is also 
a source of difference. At the TMG a conscious effort is being made to transfer knowledge 
to and mentor the potential successor and the next generation family members. At Sieger 
Motors, transfer knowledge and mentoring of the potential successor is taking place but 
is being done unconsciously and in an informal manner.   
 
7.3.9.9 Other sources of heterogeneity  
 
In addition to the familiness resource pools providing evidence of heterogeneity in the two 
participating family businesses, several other sources of heterogeneity were also evident.  
 
According to Daspit et al. (2018:294–295), the number of families or family members 
involved in the business varies considerably among family businesses. Additionally, 
Aldrich and Cliff (2003:578) note that family structures in family businesses differ including 
traditional structures, the nuclear structure, and alternative family structures. The number 
of family members involved in the family businesses differ between the two businesses. 
Within the TMG, the family members consisted of the two shareholders, the current 
CEO’s daughter and the son of the minority shareholder. Therefore, a total of four family 
members are actively involved in the family business. In Sieger Motors a total of seven 
family members are actively involved in the family business.  These include the current 
233 
 
 
CEO and his son, the current CEO’s cousins, their wives and one of their sons.  In the 
TMG the current shareholders are brothers, representing one branch of the family. At 
Sieger Motors, two branches of the family own shares in the family business, namely the 
current CEO and his son presenting one branch, and his cousins and their wives 
representing the other branch.  
 
The dispersion of ownership also varies among family members and businesses (Daspit 
et al. 2018:294). In the TGM, ownership is shared in a 60/40 ratio between the two 
brothers, whereas in Sieger Motors it is shared 50/50 between the two branches of the 
family. Furthermore, the shareholding is equal among the four owners, two from each 
branch of the family. 
 
The demographic characteristics of owners are also source of heterogeneity in family 
businesses (Daspit et al. 2018:294). Although the shareholders of both businesses are 
white males, those in the TMG are at retirement age, whereas those at Sieger Motors are 
between 10 and 15 years away from retirement.  
 
7.4  CONTRIBUTIONS OF THE STUDY 
 
The extant literature suggests that the concept of “familiness” is in need of greater and 
more in-depth understanding as well as proper formulation as a construct (Pearson et al. 
2014:551 in Melin, Nordqvist & Sharma 2013). The current study aimed to expand the 
family business literature by narrowing the scope of the study to focus on the familiness 
resource pools only, as well as understanding these resource pools in a developing 
country context. As such, the study has added to the literature by identifying that the 
familiness resource pools investigated are similar in some respects to those of family 
businesses in a Western context, but also that there are differences between the two 
businesses themselves.  
 
In addition, research on the familiness resource pools in developing countries is limited 
and no sound evidence of best practices for family businesses operating in these 
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countries has been identified or supported. As such, this study provides a better 
understanding of the nature of the familiness resource pools in a developing country, and 
has enhanced the knowledge of family businesses in this regard. 
 
The current study has also responded to several calls from researchers (Hernandez-
Linares et al. 2017:1; Harms 2014:281; Chua et al. 2012:1103) for a deeper 
understanding of the heterogeneity that exists in family businesses. By using the case 
study methodology and undertaking a comparative case analysis, the researcher has 
been able to provide more insights into the heterogeneity that exists in family business, 
regardless of the country context in which they are based.  As such, the study has 
highlighted the existence of heterogeneity in family businesses and more so among the 
familiness resource pools of these businesses.  
 
This study has also highlighted similarities and differences between the extant literature 
and real world evidence concerning the nature of the familiness resource pools in family 
businesses. In general, the findings suggest that real world evidence is often similar to 
that reported in extant literature with only a few contrasts between current evidence and 
extant literature being identified. 
 
To date, the STEP project has accumulated more than 100 different case studies and has 
grown to include 43 different affiliates in various countries around the world (STEP 
Academic Information Packet 2015). Because this study is the first formal comparison 
between two STEP cases to be conducted in South Africa and Africa, this study has not 
only contributed to the body of knowledge on family businesses in South Africa, but has 
also added to the body of knowledge pertaining to the influence of familiness resource 
pools and their nature within a developing country context.  
 
As mentioned earlier, the STEP framework draws on the resource-based view (RBV) and 
highlights the construct of familiness. Familiness is defined as the “unique firm level 
bundle of resources and capabilities resulting from the family involvement in the business” 
(Habbershon et al. 2003:451). The STEP framework describes familiness in terms of 
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internal capabilities and resources, and refers to them as resource pools. In describing 
the eight familiness resource pools of two successful family businesses in the automotive 
industry, the study provides valuable insights into the nature of the resource pools of 
successful family businesses in a developing country context and highlights their 
heterogeneity.  
 
One can infer that it is their familiness resource pools which have contributed to their 
success and sustained competitive advantage. As such, family business owners can take 
note of these descriptions and, where applicable, adapt their resource pools accordingly. 
The finding of the current study could also prove of value to the participating family 
businesses because by highlighting shortcomings and differences between them, 
changes and improvement can be made where necessary.   
 
7.5 LIMITATIONS OF THE STUDY AND AVENUES FOR FUTURE 
 RESEARCH 
 
As with all research, there are several limitations to this study. These limitations should 
be taken into account when interpreting the findings of this study. From these limitations, 
various avenues for future research are also highlighted.   
  
According to Pearson et al. in Melin, Nordqvist & Sharma 2013 (2014:551), the concept 
of familiness is in need of greater and more in-depth understanding as well as proper 
formulation as a construct. In response to this need, the current study focused only on 
the familiness resource pools component of the STEP framework. Future studies could 
focus on the entrepreneurial orientation (EO) component of the STEP framework which 
could enable more detailed comparisons between the two businesses and could produce 
more evidence of the heterogeneity that exists in family businesses in general. Although 
the exclusion of the EO component allowed the researcher to conduct an in-depth 
analysis on the familiness resource pools, exploring the dimensions of EO, which also 
contribute to transgenerational potential, might have assisted in providing explanations 
for the success of the two family businesses. Investigating both components of the STEP 
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framework could provide greater insights into how the EO components influence or 
compliment the familiness resource pools and vice-versa. 
 
The use of the case study methodology is arguably a limitation of this research. The 
qualitative case study methodology is subject to bias as it is influenced by the way the 
researcher collates, analyses, and interprets the data. Although the research 
methodology chapter clearly stipulated the methods and procedures which were strictly 
followed in the research, biases may have unknowingly occurred, and the meaning of the 
data may not have been interpreted correctly. A recommendation for future research 
would be to quantitatively measure the influence that the various resource pools have on 
the performance outcomes of family businesses so as to support the findings of the study. 
The challenge in doing this would, however, be to develop valid and reliable scales to 
measure the eight familiness resource pools.  
  
The findings of this study are based on data collected from only two successful and 
multigenerational family businesses operating in the automotive industry in South Africa. 
The findings of this study cannot, therefore, be generalised to all family businesses in all 
industries. In order to strengthen the literature pertaining to heterogeneity, obtaining data 
from several more businesses within a developed country context could increase the 
robustness of the data and provide different perceptions regarding the familiness 
resource pools. Additionally, a cross-comparison of the nature of the resource pools in 
the different economies could lead to new insights.  
 
Another limitation of this study is that only 15 interviews were conducted among the 
participating family businesses. Only one non-family employee was interviewed from 
each family business. By increasing the number of interviews with non-family employees 
and also undertaking interviews with family members not actively involved in the family 
business, more information and richer data could add to the findings and should be 
considered in future research.   
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7.6 CONCLUDING REMARKS 
 
On a personal level, this study has resulted in the researcher becoming more 
knowledgeable about the importance of family businesses, as well as the dynamics of 
family-owned businesses, and more specifically regarding the concept of familiness. Not 
only has this study highlighted the importance of familiness resource pools for the 
longevity of family businesses, but it has also established that if these resource pools are 
mismanaged or absent, the likelihood of the long-term survival of these businesses is 
reduced.  
 
Throughout this study, the researcher has gained significant insight into the influence of 
family business resources on transgenerational potential, which is applicable to family 
businesses beyond the two family businesses investigated. Not only has this study 
equipped the researcher with new capabilities to adequately execute research methods 
and techniques, and to analyse and summarise data, but it has also added to extant family 
business literature and the universal body of knowledge. 
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